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Rough Proofs 


In view of the open and unre- 
served criticism of the Roosevelt 
administration by the Republicans, 
many of them see no reason why 
their 1936 national ticket shouldn’t 
be led by Frank Knox. 

? FF. 

Speaking of appropriate names, 
did you notice that Connie Mack has 
dug up a new pitcher named Caster? 
Unfortunately, they started him 
against Cleveland, and the Indians 
pitched Harder. 

,; Fs 

The Cub’s lateseason rush may 
have been due to Phil Wrigley’s 
promising the newcomers on the 
team that if they won the National 
League pennant, they could all go 
to the world’s series. 

7 Vv 

After debating the pros and cons 
of air-conditioning advertising in a 
hotel that wasn’t air-conditioned, the 
industrial advertisers announced last 
week that market determination 
wasn’t needed to make them deter- 
mine where to stop next time. 


? <9 
High school and college students 
don’t have to study Latin these days 
unless they want to, but that’s no 
reason why advertising men should 
insist on referring to “this media.” 


> ae 
A lot of the people who visited 
those modern homes at the Chicago 
world’s fair, it seems, were relieved 
to learn that ordinary folks can sleep 
in twin beds. 
eS 9-9 
Some brave manufacturers intro- 
duced cosmetics for men at a trade 
show in New York. The effete East 
may stand for this, but the promoters 
should be warned that the Vigilantes 
are still operating in the great open 
spaces west of the Hudson. 


T VF 

“Three whisky makers begin new 
offensive.’”-—News Item. 

The Anti-Saloon League rises to 
remark that they've been offensive 
right along. 

vvwY 

Armstrong’s beautiful sentiments 
about “dream kitchens,” featured in 
the new advertising, won’t appeal to 
those experienced wives who insist 
they’ve had a bad night if they see 
their dish-washing headquarters in 
their sleep. 

. 

The SEC urges that more issues 
of new securities be advertised. 
They assure the advertiser that if 
anything should happen to go wrong, 
it’s going to make them feel mighty 
bad. 

vgv¥segy’? 

Morrill Goddard, editor of The 
American Weekly, generously con- 
cedes that advertising should be as 
interesting as the text. And admen 
prove equally broad-minded by ad- 
mitting that some day editorial ma- 
terial may be as absorbing as good 
advertising copy. 


vvy 

Buick will sponsor the broadcast 
of the Louis-Baer fight Tuesday eve- 
ning, hoping for the sake of the radio 
audience that Mr. Louis will please 
be careful for the first round or two. 


>. 

Bing Crosby’s little brother Bob is 
going on the air with a voice de- 
scribed as a romantic baritone. The 
baritone is a family heritage, but 
lady listeners insist the romance is 
Bing’s. 

Copy Cus. 


NEWSPAPERS GET 
SIX DIRECTORS 
ON A.B.C. BOARD 


Crisis Ends at Conference 
in New York 


New York, Sept. 19.—The crisis 
which impelled advertiser directors 
of the Audit Bureau of Circulations 
to begin solicitation of proxies faded 
away Sept. 13 when committees rep- 
resenting the A. B. C. and the news- 
paper division met here and ironed 
out the differences of opinion which 
had caused such alarm. 

Chief of the concessions granted 
to the newspaper division, already 
approved by the board of directors, 
and to be presented to the member- 
ship at the annual meeting, is in- 
crease of its directors from four to 
six. This will be done without dis- 
turbing representation of the other di- 
visions, by increasing the total num- 
ber of directors from 25 to 27. Ad- 
vertisers and agencies continue in 
the majority, with 12 and three mem- 
bers of the board, respectively. 

The board of directors approved 
the report of the A. B. C. committee, 
headed by Ralph Starr Butler, of 
General Foods Corporation, at its 
meeting here Sept. 14, and “recom- 
mended adoption of its provisions by 
the entire membership of the Bu- 
reau.” It also “voted its appreciation 
of the work of the special newspaper 
committee and of its efforts to make 
the Bureau of increased value to all 
the members.” 


Text of Statement 


Mr. Butler’s report to the board of 
directors said: 

“The joint meeting of the commit- 
tee of the board of directors and the 
committee of newspaper members 
which has been studying Bureau rules 
was held in New York on Sept. 13. 

“The conferees spent an entire day 
discussing the newspaper committee’s 
proposals in the light of comments 
thereupon from all divisions of the 
membership and then agreed upon a 
number of modifications which, it is 
believed, will meet with general ap- 
proval as in the best interests of the 
Bureau. 

“The modified program agreed 
upon, covers the following points: 

“The board is to be increased from 


(Continued on Page 25, Col. 2) 


Lord & Thomas 
Get Frigidaire 


Dayton, O., Sept. 19—The adver- 
tising account of the Frigidaire 
Corporation, refrigeration and air 
conditioning subsidiary of General 
Motors Corporation, has been placed 
with Lord & Thomas, it was an- 
nounced yesterday. The Chicago 
office of the agency will direct the 
account. 

The Frigidaire account previously 
had been handled by the Geyer 
Company for ten years. 

Placing of the refrigeration sub- 
sidiary’s account with Lord & 
Thomas increases to six the num- 
ber of agencies handling advertis- 
ing of the various General Motors 
divisions. A complete list of agen- 
cies handling G. M. accounts was 
published in the Sept. 16 issue of 
ADVERTISING AGE. 


NEW N. I. A. A. PREXY 


R. Davison 


N. 1. A. A. HOLDS 
BIGGEST MEET 
IN ITS HISTORY 


Evinces Comeback of Capital 
Goods Industries 


Pittsburgh, Pa., Sept. 20.—Hmpha- 
sizing the remarkable come-back of 
the industrial advertising and mar- 
keting field, the National Industrial 
Advertisers Association concluded 
its largest and most interesting con- 
vention here this afternoon. The at- 
tendance was over 500. 

R. Davison, New Jersey Zinc Com- 
pany, New York, was elected presi- 
dent to succeed Gregory H. Starbuck, 

(Continued on Page 26, Col. 1) 


Auto Makers See 1936 


Well Ahead of 1935 in 
Sales and Advertising 


Few Radical Changes Anticipated; Buick Ad- 
vertising First to Make Appearance 


Detroit, Mich., Sept. 19.—Detroit 
advertising agencies, where the bulk 
of the nation’s automotive accounts 
are centered, are hard at work pre- 
paring the announcement campaigns 
which will be appearing up to the 
time of the New York Automobile 


Radio Research 


Bureau Moving 
Nearer Reality 


New York, Sept. 19.—The “Radio 
Research Bureau,” which will provide 
radio advertisers with authenticated 
and uniform coverage data on the 
radio medium, came a long step 
nearer reality today when members 
of a committee representing the Na- 
tional Association of Broadcasters, 
the American Association of Adver- 
tising Agencies and the Association 
of National Advertisers met here for 
the first full discussion of problems 
of organization. 

The group voted at the end of the 
session to keep its proceedings confi- 
dential until the set-up of the bureau 
had been decided. 

Preliminary work, the cost of 
which is estimated at $30,000, will be 
financed by National Broadcasting 
Company and Columbia Broadcasting 
System. When organization is com- 
pleted, the cost of operations will be 
shared by advertising and radio in- 
terests. 


Last Minute News Flashes 


Mitchell Joins Getchell’s Detroit Office 


nounced here. 


Chicago, Sept. 
Merchandising to dealers, now 


insertions, 
Thompson Company is in charge. 


the actual number of papers to be used. 
ranging from 1,500 lines down to 800 lines. 


New York, Sept. 20.—Harry T. Mitchell, vice-president and secretary 
of Frederick & Mitchell, Inc., Chicago agency which is dissolving its 
business, will join the Detroit staff of J. Stirling Getchell, Inc., it is an- 


Ford Motor Company to Sponsor World Series 

Chicago, Sept. 20.—Paying $100,000 for the exclusive privilege, Ford 
Motor Company will sponsor the 1935 world series, Baseball Commis- 
sioner Landis announced. Ford sponsored the classic last year, paying 
the same sum. Both NBC and CBS will carry the broadcasts. 
other charges will probably bring the total cost to $250,000. 


Time and 


Western Company Plans Anniversary Drive 

20.—Western Company will use approximately 125 
newspapers as well as magazines to advertise an offer of one 25-cent tube 
of Dr. West’s tooth paste with every purchase of a 50-cent Dr. West’s 
tooth brush, in celebrating the company’s 15th anniversary in October. 


under way, will largely determine 
Present plans call for four 
J. Walter 


Carl Priesing New Head of Wahl Company 


Chicago, Sept. 20.—Carl W. Priesing has been elected president of 


the Wahl Company, succeeding Jay C. Parsons, who died Sept. 14. Mr. 
Priesing was formerly sales manager and more recently vice-president 


in charge of sales for the company. 


Dixon New Radio Director of Kenyon & Eckhardt 


New York, Sept. 


20.—Peter Dixon, formerly program consultant 


for J. Stirling Getchell, Inc., J. Walter Thompson Company and N. W. 
Ayer & Son, Inc., has been appointed radio director of Kenyon & Eck- 


hardt, Ine. 


Show, the first week in November. 

With sales records for 1935 mark- 
ing a peak unreached since the 
boom years of the late twenties, in- 
dications are that the advertising 
and merchandising expenditures of 
the automobile companies in 1936 
will reach a new high for recent 
years. 

No radical changes in price, de- 
sign or construction are indicated in 
any of the cars. Buick’s announce- 
ment, made this week-end, thaz it 
would market four price lines this 
year is the only appreciable mer- 
chandising shift anticipated. 


Sales Will Be Up 

An indication of the feeling in the 
industry was given to ADVERTISING 
AGE by J. W. Dineen, director of the 
advertising section of General Mo- 
tors Corporation, who declared that 
the industry confidently expected an 
increase of from 15 to 20 per cent 
in car sales next year, compared 
with the near-boom sales of this 
year. The volume of advertising to 
be done by the industry will be di- 
rectly affected by the increase in 
sales, he intimated. 

Rumors in Detroit continue to cir- 
culate that Lincoln will announce a 
light model to be competitive with 
the light Packards and the LaSalle, 
but this story is emphatically de- 
nied at the plant. Like other ru- 
mors revolving around production 
at Ford, it probably cannot be be- 
lieved until the car is announced— 
if it ever is. 

Henry Ford disclosed that the new 
Ford V-8 will be ready for the market 
shortly after Oct. 1. 

Increased advertising appropria- 
tions are especially anticipated for 
companies which have made a profit 
showing this year for the first time 
since the boom  ended—notably 
Packard and Hudson. Packard, ex- 
periencing a sensational customer 
acceptance of its light model, is 
almost a certainty to promote’ it 
heavily during the coming season. 


General Refinement of Models 


The trend of improvement seems 
destined to be a gradual one this 
year, with no innovation such as 
knee-action, draftless ventilation or 
free-wheeling about to break. 
Streamlining will not go apprecia- 
bly further than it is now. Hydrau- 
lic brakes may make their appear- 
ance on more cars than in the past. 
The general trend of the industry 
toward gradual improvement this 
year was summed up by A. VanDer- 
Zee, sales manager of Dodge Broth- 


Directory of Features 


Editorials 
Getting Personal 
Information for Advertisers 18 
Photographic Review of the 


WENO 60 ce-chayacnaceekns 27 
Radio Programs of the Week 25 
Radio Sales Figures....... 17 
Wt POON . cata vines ke 1 


Voice of the Advertiser. ..25 
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ers Corporation, in his talk to Dodge 
distributors and dealers meeting in 
Detroit this week. He said: 

“Beauty, of course, will be a pre- 
dominating element in the impend- 
ing changes; economy, widely recog- 
nized as a dominant characteristic 
of Dodge, will be even more pro- 
nounced; comfort will be provided 
in greater measure than ever, and 
quiet operation will have been 
brought still closer to the ideal.” 

Feeling in the industry has been 
that the sensational sales gains of 
1935 have largely been due to the 
acceptance of the models as they 
were, and that if the public shows 
such decided preference for them, 
a “winning game” should not be 
changed, except generally. 

Buick, from present indications, 
will be the first of the Michigan 
group of auto manufacturers to an- 
nounce this year. This General Mo- 
tors unit will break its campaign 
Sept. 28, using newspapers, maga- 
zines, outdoor boards and other me- 
diums. A hint ef the campaign 
theme may be indicated in teaser 
advertising now appearing in De- 
troit showroom windows, carrying 
the slogan, “Buick’s the Buy.” For 
the past fortnight distributors and 
dealers have been in sales meetings 
at Flint, home of Buick, where they 
heard plans outlined to make 1936 
Buick’s biggest year. 

At these meetings Harlow H. Cur- 


tice, president, disclosed that Buick 
daily production, now at the high- 
est average rate since 1929, will av- 
erage between 600 and 700 cars a 
day for the rest of this month and 
will continue at an accelerated rate 
in October. 


Dodge May Be Eany 


Indication that Dodge may an- 
nounce prior to show time was 
seen in the meeting of Dodge deal- 
ers and distributors here this week, 
at which a pre-showing of the 1936 
models, over six weeks ahead of 
the New York show, was regarded 
in some quarters as presaging early 
announcement. 

Motor executives and advertising 
men on automotive accounts would 
make no predictions as to a per- 
centage increase in appropriations 
this year, but the atmosphere was 
decidedly optimistic. Buick was the 
only company to forecast its vol- 
ume, with its president declaring 
that the 1936 sales program will 
aim at a mark of 135,000 cars. This 
compares with present-model sales 
well below the 100,000 mark. 


Lyman Directs Vars 
Radio Department 


Addison Vars, Inc., Buffalo, has or- 
ganized a radio department directed 
by Richard C. Lyman, formerly of 
Stewart, Hanford & Frohman, Inc., 
Rochester, N. Y. 


INSURANCE MEN 
URGE CAMPAIGN 


ON AUTO SAFETY 


Officers of Group Re-elected 
at Meeting 


Rye, N. Y., Sept. 18.—All of the 
administrative officers of the Insu- 
rance Advertising Conference were 
re-elected unanimously at the an- 
nual convention at the Westchester 
Country Club which closed today. 

Clarence Palmer, advertising 
manager of the Insurance Company 
of North America, will continue as 
president. Arthur A. Fisk, adver- 
tising manager of the Prudential In- 
surance Company of America, was 
elected to another term as_ vice- 
president and Arthur H. Reddall, 
advertising manager of the Equit- 
able Life of New York, as secretary- 
treasurer. 

Two of the four members of the 
executive committee will serve their 
first terms in this capacity. They 
are W. L. Lewis, advertising man- 
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oe Dueck chow when you go 


after the ms 96 market with News-Post advertising. 


That’s because 


you’re telling your story to the quick-thinking, quick-acting, quick-buying 
people of present-day Baltimore—who buy The News-Post because they pre- 
fer the quick tempo of its news, editorials, features, comics, sports. Balti- 
more has quickened its pace and gone News-Post to such an extent that 
today 84.6% of this city’s families read this one evening newspaper. And 
you can reach this great, quick-acting audience at the lowest per family 
cost in Baltimore’s history. Recheck Baltimore before you build your next 


schedule. 


BALTIMORE 


NEWS-POST 


Baltimore's Outstanding Newspaper 


Represented Nationally by Hearst International Advertising Service, 
Rodney E. Boone, General Manager. 
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American has 


and still going up. 


The Baltimore Sunday 
the largest circulation in the Seuth 


TOO ROUGH? 
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Caricature of f Huey Long i Clean- 
the Carr, used as the frontispiece 
for Huey Long's book, "My First 
Days in the White House." Al- 
though Long approved the carica- 
ture, the "Chicago Tribune" re- 
quested that a photograph be 
used in its place in an advertise- 
ment for the book. 


ager of the Agricultural Insurance 
Company, and C. J. Fitzpatrick, 
vice-president of the United States 
Fidelity and Guarantee Company. 
Re-elected to the committee are Ray 
C. Dreher, advertising manager of 
the Boston Insurance Company, and 
Stanley F. Withe, advertising man- 
ager of the Aetna Casualty and 
Surety Company, Hartford. 


Safety Copy Urged 


An outstanding thought through- 
out the various meetings of the con- 
ference was that now is the time 
that action should be taken toward 
advertising by insurance companies 
to reduce the huge wastes suffered 
in automobile accidents. The pub- 
lic seems to be aroused so far as 
motoring accidents are concerned, 
and the time is ripe for a concerted 
drive, speakers pointed out. 

Lew P. Palmer, conservation en- 
gineer of the Equitable Life Assu- 
rance Society of the United States, 
recalled an opinion expressed sev- 
eral years ago to the effect that 
insurance companies could well af- 
ford to establish a fund of $1,000,000 
for the support of a program of pre- 
vention and that within ‘a ten-year 
period they would have their money 
back ten to one.” Evidence that 
the public is aroused is found, he 
said, in the greater use of news re- 
leases of the National Safety Coun- 
cil, various crusades by national 
magazines and the widespread com- 
ment being recorded on the article 
“—-And Sudden Death” by J. C. Fur- 
nas in The Readers Digest. 

“That insurance needs your as- 
sistance in influencing the public to- 
ward safer conduct is very evident 
when we analyze the insurance costs 
of today,” Mr. Palmer declared. 
“The accidental death claims paid 
by 313 life companies during 1934 
amounted to $90,000,000. And, as- 
suming that the curve continues to 
climb as it has in the past few 
years, it will cost our life policy- 
holders a cold billion dollars for ac- 
cidents in the next eleven years— 
and that is life companies only. 


Too Much Speed Copy 


Mr. Palmer took occasion to criti- 
cize automobile manufacturers in 
connection with their advertising 


super-speed possibilities, saying 
that such advertising suggests that 
the motor manufacturer “cheated the 
law,” and, he added, “I am sure that 
in the minds of many there has been 
developed a negative reaction to this 
over-emphasis of super-speed possi- 
bilities.” 

As to advertising for the reduc. 
tion of accident losses, Mr. Palmer 
suggested the contest plan utilized 
in the industrial field. “The con- 
test,” he said, “is simply advertis- 
ing the good record contrasted with 
the bad. Insurance is well sold to 
the contest principle. 

“There are many opportunities 
open to the progressive advertiser 
in the nation-wide program of the 
National Safety Council. The National 
Safety Council would welcome the 
opportunity to develop an outline of 
a national hook-up program for a 
home safety contest. Home fatali- 
ties number almost as much as au- 
tomobile deaths. 

“Unless we take advantage of this 
present popular interest and set up 
a permanent organization to keep 
the subject before the people con- 
stantly, our golden opportunity will 
be lost, and we will have scarcely 
more than another ‘flash in the 
pan.’ ” 

Howard P. Dunham, 
dent, the American Surety Com- 
pany, expressed the belief that 
advertising and publicity in the 
insurance field is only in its infancy. 
Insurance, he said, must get itself 
understood, and that is the adver- 
tising man’s job, which is something 
more than is involved in collection 
of premiums. 


Misleading Advertising 


Alfred M. Best, insurance author- 
ity, caustically criticised instances 
of misleading advertisements used 
from time to time to exploit some 
of the weaker organizations. More 
than 95 per cent of the life insu- 
rance in force in this country, he 
said, is carried by companies of un- 
doubted solvency and responsibility. 

“What can the honest advertisers 
do to combat the menace of mis- 
leading advertisements?” he asked 
and gave two suggestions in reply: 

“First, that policyholders exercise 
the care which the importance of 
the matter deserves in selecting 
companies in which to insure and 
second, that they continue to drive 
into the consciousness of every pol- 
icyholder the fact that the primary 
consideration is unquestioned and 
unquestionable strength and reliabil- 
ity.” 

Arthur Reddall stated that life in- 
surance advertising during 1935 has 
continued to increase and improve, 
with 17 companies now conducting 
national campaigns. Copy is bright- 
er and broader in scope. Purely in- 
stitutional copy is being supplanted, 
in many cases, by more specialized 
advertisements designed to be of 
more value to the individual agent, 
sometimes bringing him into the pic- 
ture. 

Arthur Pryor, Jr., vice-president 
in charge of radio of Batten, Bar- 
ton, Durstine & Osborn, Inc., gave 
an outline of radio program pro- 
cedure. Allen B. Sikes, eastern 
manager of the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association, told how newspa- 
pers can be used economically to 
tell the insurance story. 


vice-presi- 


Cox Places Hotel Copy 


Merle V. Cox Advertising Agency, 
Chicago, has been named for adver- 
tising of the Harrison Hotel, Chicago. 
Magazines, farm and business papers 
will be used. 


—for coupon returns and over 
the counter sales. 


Metropolita 


CirncuLation 


6.068.300 COMICS | 


‘Weekly 


@ Advertising Offices 
NEW YORK e CHICAGO 
and SAN FRANCISCO 
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modern magazines 


MODERN SCREEN e RADIO STARS e MODERN ROMANCES e 149 MADISON AVENUE, NEW YORK, N.Y. 
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Box Tops Are 
Utilized for 
Candy Course 


Naugatuck, Conn., Sept. 19.—Pe- 
ter Paul, Inc., maker of Mounds 
candy bars has utilized an unusual 
medium—the cover of its candy 
boxes—to present a simplified course 
in merchandising to candy retailers. 

A series of six illustrated comic 
strips have been incorporated as 
part of the colored label on each 
Mounds carton of 24 bars. Thus, 
when the retailer receives his stock 
of Mounds he is greeted with a 
friendly message of sound mer- 
chandising value. 


Fast Seller 


The homespun logic of the selling 
principles suggested in each strip 
has been designed to help the re- 
tailer become a better merchant, 
and sell more Mounds, said to be 
the largest selling coconut candy 
bar in the world. 

The themes of these strips are in- 
dicated by the following subjects: 
“Fast Sellers on Top,” “Timely Sug- 
gestion Wins New Customer,” “From 
Storekeeper to Modern Merchandis- 
er,” “All Is Not Gold That Glitters,” 


“Son Discovers It Pays to Sell Fast 
Moving Merchandise,’ and “Famous 
Candy Builds New Trade.” 

In each situation portrayed in the 
strips, the father-and-son-in-business 
is the background, with the young 
man picking up valuable selling 
principles in daily contact with 
sage advice given by his dad, and 
finding out their virtues in his con- 
tact with the patrons. 


Learns a Lesson 


One cartoon shows the son placing 
Mounds in a showcase, in order to 
keep the counter top to get rid of 
slow-moving merchandise. Taking 
his father’s advice, he moves the 
Mounds, and another Peter Paul 
product, Dreams, to the top of the 
case. The next day, when the boxes 
have been emptied by a flood of pur- 
chases, he declares, “Well Dad! I 
have learned my lesson. From now 
on fast-selling merchandise like 
Mounds and Dreams goes on top of 
the counter.” 

Platt-Forbes, Inc., New York, han- 
dles the Peter Paul account. 


A. L. Bowman Named 


A. L. Bowman has resigned as Chi- 
cago district manager of Commercial 
Credit Company, automobile finance 
concern, to join the Chicago office of 
Free & Sleininger, Inc., radio repre- 
sentatives. 


WINTER DRIVE 
FOR CONOCO'S 
OIL LAUNCHED 


Homely Situations Used to 
Emphasize Value 


New York, Sept. 20.—With shiver 
weather just around the corner, the 
Continental Oil Company has com- 
pleted a tour of its markets intro- 
ducing its fall advertising and sales 
drive, wherein lie the germs of a 
private Society for the Prevention 
of Cruelty to Automobiles. 

There is the suggestion of yester- 
year in the eight pages making up 
the consumer campaign, for in read- 
ing the text, one is inclined to think 
of the concern once felt for the 
comfort of the docile beast which 
conveyed the owner to. church, 
friend’s home, store or meeting. 
Conoco speaks with rather similar 
affection for the motor parked in 
cold storage at the curb. 

Starting on Labor Day, a group 


AN EXAMP 


Reproduction of full page 
advertisement, cover, 

eekly Magazine Section 
of The Christian Science 
Monitor. 


Le OF 


DEALER-IZING 


TWO-WAY 
RESULTS 


After advertising for several years in The Christian 
Science Monitor, Rumford Baking Powder is now 
using full pages in the Monitor Weekly Magazine 
Section. During the past year Rumford was also 
featured in 411 advertisements placed in the Monitor 


and paid for by local dealers. 


Thus national ad- 


vertising in the Monitor secures twofold results— 
unusual dealer co-operation in addition to a well- 


demonstrated reader response. 


evidence. 


THE 


Ask for further 


WILL DIRECT ADVERTISING OF FLORIDA 


Here is Governor Sholtz's All-Florida Advertising Committee, photographed at 
a recent meeting in Tampa. This group will direct advertising of the state, which 


is expected to get under way shortly after Nov. |. 


In the front row are E. P. 


Owen, Jr., Jacksonville; Carl Hanton, Fort Myers; Gov. Sholtz; Mayor Chancey 

of Tampa; Ralph Nicholson, Tampa; John Campbell, Palatka. In the back row are 

Thomas W. Bryant, Lakeland; J. N. Taul, Fort Lauderdale; Cari D. Brorein, Tampa; 

Charles H. Overman, Bagdad; and William Pepper, Jr., Gainesville. The com- 
mittee also includes a few individuals not shown here. 


comprised of Fred Hanks, assistant 
general sales manager of Continen- 
tal Oil; Frank Moore, sales promo- 
tion manager; Wesley I. Nunn, ad- 


vertising manager; and Joe Dawson,|}. . 


vice-president of Tracy-Locke-Daw- 
son, Inc., Continental’s advertising 
agency, made a 6,000-mile flight to 
divisional headquarters from New 
York city to Butte, Mont. The com- 
pany’s new Lockheed Electra plane 
was used, and on some of the city- 
to-city flights, other executives 
joined the party, which made the 
figure-eight circuit in ten days. 


Living Around the Circuit 


Divisional meetings were held in 
Ft. Worth, where the flight started, 
Albuquerque, Ponca City, Kansas 
City, Chicago, Lincoln, Butte, Salt 
Lake City, Denver, Richmond and 
New York. At these meetings, the 
principal work accomplished was in- 
struction in the use of a sales man- 
ual, 

This manual gives full facts on 
newspaper reading in all counties of 
the markets covered. It is so con- 
structed that salesmen can figure 
out exactly how many readers of 
Conoco consumer advertising there 
are in any community within their 
territories at any time during the 
campaign. This includes not only 
the readers of the papers within 
that community but also the over- 
lapping of farm papers and publica- 
tions printed outside the trading 
center. A complete schedule of in- 
sertion dates was given to aid in 
the work among dealers. 

The copy, which will appear in 
about 1,400 newspapers having a 
total circulation of 10,000,000 and 
11 farm papers with another 2,000,- 
000 readers, develops the germ 
processed oil, “doesn’t drain off” 
story. Again the virtues of the “hid- 
den quart” are sung. 

Each of the six black and white 
advertisements gives contrasting 
pictures of the motorist comfortably 
active within various modern shel- 
ters. In one piece of copy, for ex- 
ample, he is shown in a factory. An- 
other shows a motoring couple at a 
country club dance; another, at a 
bridge party; another, at church. In 
each case, the automobile owner is 
shown in a light background, while 
a small and brighter illustration 
shows his car “in cold storage” at 
the curb. 

“Sit in peace, if your engine out 
there stays oiled,” says this adver- 


tising. “When your car’s in cold 
storage at the curb this winter, don’t 
have misgivings. Simply do what 
no oiling system can do by itself 
. make your engine stay oiled at 
a standstill, by changing to Conoco 
Germ Processed Oil. Then when the 
thermometer slides, so will every 
part of your engine.” 

Germ processed oil, introduced by 
Conoco in 1929, is said to “combine” 
with metal, giving something of the 
effect of an extra quart. One of the 
terse admonitions of the current 
series is “don’t merely change your 
oil . . . change your car’s whole fu- 
ture.” 

The germ processed oil has had 
one campaign, sometimes two, every 
year since its inception and at the 
present time is selling faster than 
ever before. During July and August 
a sales contest was staged and all 
previous records were smashed to 
bits. 

In addition to the six pages in 
black and white to run in news- 
papers, Continental will use two- 
color pages during this campaign, 
and such station aids as a metal 
envelope which fits over the stand- 
ard triangular Conoco parking stand- 
ard. 


Gals in Red Step 
Up Sales for Dubonnet 


Schenley Distillers Corporation, 
New York, will use copy featuring a 
Dubonnet aperitif in a new drive 
which continues use of fashion shows 
presenting Dubonnet red as a domi- 
nant color in fall styles. 

The advertising will have as its 
theme, “Dubonnet, the modern 
fashion . . . everybody is drinking, 
hinking, talking, wearing Dubonnet.” 
The plan is to have department stores 
furnish manikins displaying latest 
Dubonnet models in dining rooms and 
cocktail lounges of fashionable ho- 
tels, starting in October. 

Emphasis will be laid upon the Du- 
bonnet cocktail, its simplicity to 
make and virtues of flavor. 


Benson Guest of 
Newspaper Specials 


John Benson, president of the 
American Association of Advertising 
Agencies, was the guest of the News- 
paper Representatives of Chicago at 
its September meeting at Medinah 
Athletic Club Monday. 

While the meeting was held to dis- 
cuss local-national differentials, it de- 
veloped into a consideration of all 
aspects of relations between repre- 
sentatives and agencies. 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 
Boston, Massachusetts 


Branch Offices: New York, Chicago, Detroit, St. Louis, 
Kansas City, San Francisco, Los Angeles, Seattle, Miami, 
London, Paris. Geneva, Milan. 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 


KETTERLI 


Complete Direct Mail Campaigns. 


Have our representative call. 
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“HEARS 


A LL your business life you 
have been hearing about Hearst. Gossip swirls 
and ebbs about him; tags him variously as genius 
and fool, monster and saint, reactionary and 
revolutionary. Yet Hearst, one of the most 
widely known figures of our age, remains mostly 
unknown. So with considerable satisfaction, 
ForTUNE in October presents its factual story of 
Hearst, the business man. . 

Hearst owns 28 newspapers, 13 magazines, 
8 radio stations, 2 motion picture companies, 
$41,000,000 of New York City real estate, 
2,000,000 acres of land, sheaves of mining stocks, 
warehouses of art works—and these properties 
do not manage themselves. Only Mr. Hearst 
manages them. 

What these Hearst properties and projects 
are, how much they are worth, which of them 
make and lose money, who holds the sceptres, 
batons and brooms are now set forth in this 
monumental thirty-thousand word story, com- 
plete with maps, charts, financial statements and 
photographs, and containing much never-before 
printed material. 

This ForTUNE story moreover, contains the 
first news of the impending reorganization and 
refinancing of Hearst projects, and first candid 
camera color pictures of the new principality 
of Wyntoon—which will be spot news even to 
most Hearst executives. 

The story was not written for Mr. Hearst and 
may displease sensitive Hearstmen. Objective 
and dispassionate, it is a story you will never see 
elsewhere but in ForTUNE. For anybody in the 
advertising or publishing business, it’s a natural. 

The October issue of ForTUNE will cost you 


405 LexincGTon AVENUE, NEw York Clty 
BOSTON—516 Statler Building 

CHICAGO—230 North Michigan Avenue 

CLEVELAND—1540 Hanna Building 

DETROIT—4-164 General Motors Building 

SAN FRANCISCO—Alexander Building, 155 Montgomery Street 


@ What do you know about William Randolph Hearst — the Hearst of 
1935 who has turned against the man he helped put into the White House ? 


One Dollar if you send over your office boy 
(with dollar) to Fortune’s office early enough 
after September 25. Or you can save the trouble 
and get eleven more issues of FoRTUNE by 
subscribing (Ten Dollars) now. 


Also in October FORTUNE: 


MODERN ARCHITECTURE... beginning with Louis 
Sullivan, who said that function should determine form, and 
whose Disciple is Frank Lloyd Wright. There is only one truly 
functional building in New York City... and why. 


AMERICAN LOCOMOTIVE... which didn’t get a single 
order in 1932 but is in excellent financial condition in 1935. . . 
which will build better locomotives, Diesel or steam, when better 
locomotives are wanted ... which requires the utmost in patience on 
the part of its stockholders. 


FIRST BOSTON CORP..... successor to J. P. Morgan as 
America’s biggest bond house, but almost unknown off Wall Street. . . 
and full details of the birth and bringing up of a bond from issuer’s 
brain to investor’s bassinette. 


MADISON SQUARE GARDEN...which turned sport 
into not only a big business but a respectable business .. . how thick 
the ice must be for hockey ... and why Joe Louis may lose money 
for Walter P. Chrysler. , 


FORTUNE QUARTERLY SURVEY... enters its sec- 
ond report...prevalent preferences in automobiles and cigarettes. . . 
Americans feel more secure than a year ago, like Germany least of 
foreign countries, want a federal lottery made legal. 


* FORTUNE 
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AGENCIES LEARN 
OF “PET PEEVES” 
OF ADVERTISERS 


Told How to Improve Their 
Solicitations 


Chicago, Sept. 18.—Chicago 
agency men were presented with 
some straight-from-the-shoulder tips 
on how to improve their solicita- 
tions this noon, when three adver- 
tising managers addressed the Chi- 
eago Association of Advertising 
Agencies at a meeting in the quar- 
ters of the Chicago Federated Ad- 
vertising Club. 

Mary Gene Hoche, Club Alumi- 
num Company; Elon G. Borton, La 
Salle Extension University; and 
Joseph M. Kraus, A. Stein & Co., 
were the advertising managers who 
took the agency presentation apart 
from their side of the fence. 

Club Aluminum does not have an 
agency, Miss Hoche said, but is per- 
fectly willing to engage one if it 


can be convinced that agency serv- 
ice will aid the company. 

“If any agency can prove to us 
that it can be of real help to us, 
we can be sold,” Miss Hoche said, 
“but I warn you, | said prove—not 
persuade. Some excellent persuad- 
ers have worked on us in the past, 
but no one has as yet come along 
with definite proof that they can 
help us. 


Two Types Common 


“Agency solicitations fall into two 
general classes,” Miss Hoche added. 
“The first is the very general one 
—coming from an agency to whom 
our company is just a name in a 
telephone book, and working on the 
theory that a certain number of 
calls is bound to yield some fruit. 
This type of agency solicitation 
never gets past our front gate, but 
the agency which comes in prepared 
and able to discuss our business in 
definite terms always gets a com- 
plete hearing.” 

Mr. Borton declared that “no ad- 
vertiser can think of his agency 
otherwise than as a partner in his 
business,” and went on to show he 
thinks that way by asserting that 
La Salle Extension University has 
had the same agency for the past 
25 of its 27 years as a national 
advertiser. 

The agency which comes along 


with a complete campaign does not 
impress him nearly so much as does 
the one which relies on its prestige 
and the work it is doing for pres- 
ent clients, he said. 

“Almost every advertising man- 
ager has in the back of his mind 
one or two agencies, besides his 
present one, which he feels could 
handle his account well,” Mr. Bor- 
ton said. “The best way for the 
agency to pave the way for a suc- 
cessful solicitation is to build up 
this feeling of confidence and pres- 
tige in the minds of advertising 
men. 


Urges More Advertising 


“Why don’t agencies practice 
what they preach and advertise in 
publications reaching advertising 
men?” he asked, relating his expe- 
rience in checking through the ad- 
vertising pages of advertising pa- 
pers and finding only 22 pages of 
advertising for 11 agencies, as 
against several hundred pages for 
publishers. 

One of the most important things 
agencies should do is to analyze 
themselves, their staffs and their 
abilities, so that they know defi- 
nitely what kind of accounts they 
can handle and what kind they 
want, he said. 

“And don’t go over the advertis- 
ing manager’s head in making your 
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ANOTHER GAIN FOR 


THE CEDAR RAPIDS AREA 


Farm income for the first six months of 1935 as reported by the 
United States Bureau of Agricultural Economics, shows that lowa is 
leading the country in farm cash income. While the average for the 
entire United States is a gain of 16%, lowa farm income is up 36%. 
In recent advertisements, we have pointed out that retail business in 
Cedar Rapids is up 36%, a striking parallel which shows that farmers 


are spending their new income for needed merchandise. 


With the 


Gazette's circulation at a 52-year peak, advertisers should find the 
rich Cedar Rapids market especially inviting. 


“BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


Chicago 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


Detroit 


St. Louis 


LASTING FRESHNESS 
OUT TO WIN’ 
har < eC ee ay 


eek why camiiny 
© be fivwt! Fo frewhew brond’y wake ... 


So. TODAY AT YOUR GROCERS INSIST.ON - 4 
e MODERN'S | 


"Even the last slice is fresh" is the 
theme of this large-size newspaper 
copy for Modern Bread Company, 
which is being run in Nashville. 
Daniel R. Hinckley is the agency. 


solicitation,’ Mr. Borton cautioned. 
“Of course in most cases officers 
of the company have to be sold, 
but go to the advertising manager 
first. He may be only a figurehead, 
but in most cases he can still kill 
an agency’s chances. And besides, 
you have to work with him if you 
do get the account.” 

“The best way to improve agency 
solicitations—-particularly those 
which most need improvement—is 
to eliminate them,” Mr. Kraus said. 
Personal’ solicitations should be 
used only when they are requested, 
he implied, and at other times the 
agency should build up its prestige 
through advertising and through it 
work for present clients. 

Turning to a discussion of agency 
compensation, Mr. Kraus declared 
that, while the matter of fees is 
second in importance to results, “if 
the ratio which your compensation 
bears to the profitable results of 
the total advertising appropriation 
is disproportionate, you cannot jus- 
tify it.” 


Calls Commission “Archaic” 


Terming the 15 per cent agency 
commission “archaic,” Mr. Kraus 
asserted that in many cases the 
agency renders a service worth con- 
siderably more than this, and im- 
plied that in a proportionately large 
number of cases the _ service is 
worth less. 

Disclaiming any intention of 
pleading for split commissions, Mr. 
Kraus concluded: 

“If the time and money devoted 
to solicitations were invested in a 
serious and thorough study of your 
clients’ business; if the glowing 
promises of service abounding in 
every solicitation were translated 
into performance; if agencies rec- 
ognized that publishers are ably 
staffed to create ‘new advertisers’; 
if your efforts in their totality were 
concentrated on rendering a profes- 
sional service—you would more 
than justify, if not increase, your 
compensation. Your record of ac- 
complishment following such a pro- 
cedure would eclipse any you have 
thus far achieved and would auto- 
matically eliminate the need for 
solicitations.” 


Belaire Joins WBZ 
Paul A. Belaire, formerly of radio 
station WPRO, Providence, R. I., has 
ae the sales staff of WBZ, Bos- 
on. 


PATMAN BILL 
DISCUSSED BY 
DRUG CHAINS 


New York, Sept. 17.—Local radio 
advertising was one of the important 
topics of discussion among members 
of the Associated Chain Drug Stores 
who assembled at the Waldorf-As- 
toria last week for their semi-annual 
closed convention. 

T. M. Beavers, associated with the 
People’s Drug Stores, Inc., Washing- 
ton, D. C., gave a very favorable re- 
port on the results of a radio cam- 
paign conducted in his community, in 
an address to the group. 

Other drug chain executives agreed 
that radio had proved itself a val- 
uable supplement to local newspaper 
advertising, and to national advertis- 
ing of drug manufacturers. 

At a luncheon Wednesday, attended 
by members of another organization, 
the National Association of Chain 
Drug Stores, R. Gales, president of 
the Liggett Drug Company, Inc., con- 
ducted a discussion of the Patman 
bill, and recent legislation having a 
direct effect upon drug sales. 

At this meeting, membership of the 
Associated Chain Drug Stores grew 
from 1,600 retail stores to more than 
2,000 stores when the Liggett Drug 
Company, Inc., joined. 

Wallace Smith, president of the 
Read Drug & Chemical Company, 
Baltimore, was elected president of 
the association. He succeeds J. F. 
Galaher, president of the Galaher 
Drug Company, Dayton, O. 


Other Officers 


Tom Beavers, People’s Drug Stores, 
Washington, D. C., was elected vice- 
president. Sidney Bestoff, of Katz 
& Bestoff, New Orleans, was elected 
to the directorate. 

Members of the board who were 
reappointed were: William Wood, 
John H. Wood Company, Philadel- 
phia; D. C. Keller, Dow Drug Com- 
pany, Cincinnati; and C. R. Wal- 
green, Walgreen Company. 

F. J. Griffiths, Pennsylvania Drug 
Company, was elected treasurer. 
Austin Zicht was reappointed execu- 
tive secretary of the association and 
general manager of the H. S. Bene- 
dikt Company, a buying organization 
which represents members of the as- 
sociation. 


New Neon Transformer 
Proves Aid to Sales 


A transformer for use with Neon 
signs which is cylindrical in shape 
and attractively styled is being mar- 
keted by Sola Electric Company, 2525 
Clybourn Ave., Chicago, under the 
name “Cyl-indor.” 

One of the advantages of the new 
transformer, according to the com- 
pany, is that it overcomes one of the 
principal objections of retailers to the 
use of Neon signs in their windows— 
the fact that ordinary transformers 
are unpleasantly conspicuous. The Cyl- 
indor transformer adds decorative- 
ness to the window, rather than de- 
tracting from it, Sola asserts. 


Timers, Inc., Formed 


Timers, Inc., has been organized at 
Mishawaka, Ind., to produce a new 
type of electric motor synchronized at 
various speeds for operation of ani- 
mated window displays. Future plans 
include the manufacture of motors 
for timing systems, and self-starting 
electric clocks, Officers of the com- 
pany are Paul Jones, Paul Jones, Inc., 
president; Glen S. Stratton, Chicago, 
designer of the motor, vice-president, 


and H. L. Harman, secretary-treas- 
urer. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of ‘Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


v4 UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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ADVERTISING AGE 


WITH OR WITHOUT? 


General advertising in newspapers for the first five 
months of 1935 gained .9% over the same period of 1934. 


Excluding the Alcoholic Beverage classification, 
there was a loss of 8.4%. 


Newspapers that have an orderly sales program 
based upon definite classification quota show much better 
results than these country averages. 


The Classification Quota Plan is simple and sensible 
because it is based equally upon the opportunity of the ad- 
vertiser and the revenue interest of the publisher. 


Media Records State Reports, showing all General 
and Automotive accounts in each State, make the Classifica- 
tion Quota Plan very easy. 


We will gladly show any daily newspaper just what 
is its reasonable quota in any classification and why. 


MEDIA RECORDS, Inc. 


WILLIAM D. NUGENT 
Vice-President in Charge of Sales 


330 West 42nd Street 


NEW YORK CITY | 
400 West Madison St. 174 East Long St. 25 Kearny St. 
Chicago, Ill. Columbus, Ohio San Francisco, Calif. 
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MINNIE FROM 
MINNEAPOLIS 


SAYS ....008 


It’s been about two weeks since 
I've written, so I suppose you'll be 
wanting the lowdown on Minneap- 
olis. That Minneapolis Star I wrote 
you about last time is getting 
brighter every day. 


The whole town is raving 
about The Minneapolis Star’s 
new face. Even the boy friend 
was telling me about it. Made 
me peeved at first. I thought he 
was talking about some other 
dame. Gosh! ..... if he’d only 
half try to read my face we'd 
been married months ago. But 
when I found out he was talk- 
ing about type, I put my best 
smile right back on again. 


The whole town is talking about 
this new face. You see what hap 
pened was, The Minneapolis Star 
blossomed out with this new “Regal” 
type. And believe me, toots, it is 
queenly. The easiest to read type 
I ever saw! I read something the 
other day about the Chicago Tribune 
having this new Regal face, the only 
other metropolitan newspaper with 
this swell new type. The boys at 
The Star are certainly going places 
and doing things! 


*~ . * 


Too bad about Mrs. Dionne. I’ve 
been hearing about those Quintup- 
lets for so long, I’d almost forgotten 
they had a mother. But the other 
day The Minneapolis Star started 
printing Mrs. Dionne’s own life 
story. Boy, is it swell. ‘Course I 
gulped once or twice when I was 
reading one of the daily installments. 
But show me a woman who wouldn’t. 
How would you like to have five 
babies and have them taken away 
from you? (How would you like to 
have five babies?) 


7. * * 


The boy friend was over the other 
night. Being an advertising man, he 
likes to, talk about figures and such. 
But I'm glad to listen . . anything 
just to have him around. He said 
The Minneapolis Star had the high- 
est August circulation of any August 
in the history of this newspaper and 
September circulation is on the up 
and up. I guess that’s about right. 
Everywhere you go people are talk- 
ing about The Star. 


* * * 


Guy S. Osborn, Jr., was in town 
the other day. He’s almost as nice 
looking as his father. Gee ... 
think Guy Senior, that’s what I call 
him, is swell! He’d have to be to 
have a fellow like Guy Junior in his 
family! Those two have a lot of 
new dope about The Star. Why 
don’t you call ’em up some time? 
(Don’t mention me . . . unless you 
think they might call me up the 
next time they’re here.) 


*Course I don’t go in much for 
gossip, but I do Ifke to know 
what’s going on. That’s why I 
read The Minneapolis Star. 
Why, do you know they 
50,000 lines more of news, fea- 
tures and pictures in August 
than any other Minneapolis daily 
newspaper? Don’t tell me The 
Star isn’t going places! 


Saw Bernie Bierman the other 
day. He’s the head coach of all 
those grand football players at the 
U of Minnesota. I know three of 
them. And when I want to know 
how they’re getting along with toss- 
ing the pigskin, I just read Bier- 
man’s articles in The Minneapolis 
Star. He writes exclusively for that 
newspaper, you know. 

. * *” 

The boy friend just called. Said 
he’d be over tonight. Hope he for- 
gets his lines and Media Records for 
just a little while. His own line isn’t 
so bad, and gosh, a girl just has to 
be romantic once in a while! Well, 


I'ul have to get on with the boss’ let- 
ter. Be seein’ you. 


Minnie 
THE MINNEAPOLIS 
STAR 


Affiliated in ownership with The Des 
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These charts, prepared by Media Records, Inc., show the trends of total and national advertising lineage in 
the newspapers of 52 cities from January, 1928, through August, 1935. 


G-F SIMPLIFIES 
ARRANGEMENT OF 
SALES PERSONNEL 


New York, Sept. 20.—A _ simplifi- 
cation in the sales set-up of General 
Foods Sales Company, whereby dis- 
trict managers report direct to New 
York instead of to three division 
offices, causing shifts in personnel, 
along with a series of general pro- 
motions and transfers, has been an- 
nounced by Austin S. Igleheart, 
president. 

Formerly there were 26 district 
sales offices reporting to Eastern, 
Western and Pacific division offices 
located respectively in New York, 
Chicago and San Francisco. Each 


I division was directed by a _ vice- 


president who was responsible to 
the sales company’s headquarters 
in New York. 

Now each district manager be- 
comes responsible directly to the 
centralized operations base in New 
York. Part of the personnel of each 
former division office has been 
transferred to various district offi- 
ces, others to the centralized field 
operations and general sales staff 
in New York under the direction of 
Arthur C. Unger. 

J. K. Evans, formerly in charge 
of the Eastern division, continues 
as a vice-president, his new duties 
involving complete responsibility for 
merchandising Maxwell House cof- 
fee, Franklin Baker products, and 
Diamond Crystal salt. Ralph H. 
Whitmore, formerly in charge of 
the Pacific division, remains in San 
Francisco to work closely with the 
New York general sales staff on Pa- 
cific Coast and Far West operations. 


A Number of Changes 


Among the other changes an- 
nounced by Mr. Igleheart is the as- 
sociation of J. W. Schmalz, formerly 
in charge of Log Cabin syrup sales, 
with vice-president Unger in charge 
of field operations. Others trans- 
ferred to the general staff are An- 
drew Wolf, previously in the West- 
ern sales organization, and George 
A. Sagar and G. A. Kolman, both of 
whom were with the Eastern sales 
office. 

Allen Rader, former assistant 
sales manager, Eastern sales office, 
has been made associate merchan- 
dising manager. He will work with 
Mr. Evans. A. O. McGinnis, ex- 
sales manager of Maxwell House 
coffee, is now associate merchan- 


Moines Register and Tribune 


dising manager for Minute Tapioca 


and Swans Down cake flour, work- 
ing with Vice-President C. L. Camp- 
bell. 

Two other associate merchandis- 
ing manager appointments are those 
of Ray M. Schmitz, formerly new 
products research director who now 
works on Jell-O in Mr. Campbell’s 
group, and C. A. Abel, former gen- 
eral assistant to C. G. Mortimer, 
vice-president. Mr. Abel’s work is 
with Log Cabin syrup. 

Clayton Unger has moved from 
the general sales department to a 
position as Mr. Mortimer’s general 
assistant. Recently with the West- 
ern sales staff, Joseph C. Headley 
has been made general assistant to 
C. H. Gager, vice-president in charge 
of merchandising Postum Cereal 
and Instant Postum, Walter Baker 
cotoa and chocolate, La France, Sa- 
tina and Cal-X. 

Mr. Headley succeeds L. C. Wind- 
sor, now assistant to S. W. Braun 
in the production department. Fred 
Jones, former Western sales staff 
member, is in New York assisting 
Cc. J. Callan, who has charge of 
house-to-house sampling and adver- 
tising. 


Amendments Offered 


in Butterick Plan 


Federal Judge John C. Knox, at the 
request of Archibald Palmer, creditor 
group attorney, postponed considera- 
tion of reorganization plans for the 
Butterick Company, New York, fol- 
lowing the filing of a report on hear- 
ings before Peter B. Olney, Jr., spe- 
cial master, wherein several amend- 
ments were approved. 

The chief modification in the orig- 
inal plan is an amendment which 
would give the underwriters of $300,- 
000 of new money 12 shares of new 
common stock for each $100 instead 
of 16, and general creditors one and 
a third shares for each $100 instead 
of one share. 

Also recommended was the sugges- 
tion that contracts of the Butterick 
Company with Cuneo Press and the 
Oxford Paper Company be confirmed. 
Mr. Palmer asked for time to study 
the amendments, and indicated op- 
position to some of the provisions. 


Stodder Retains 


Savogran Post 


It was incorrectly stated in ADVER- 
TISING AGE, Sept. 2, that Clement K. 
Stodder had resigned as general man- 
ager of Savogran Company, Boston, to 
join Wolcott & Holcombe, Inc. 

Mr. Stodder retains his former as- 
sociation, and is with the Boston 
agency in a sales advisory capacity. 


Tofte to Bucyrus-Erie 


Arthur Tofte has resigned as adver- 
tising manager of Sterling Motor 
Truck Company, Inc., Milwaukee, to 
become assistant editor of “The 
Driller,” trade organ of Bucyrus-Erie 
Company, South Milwaukee, Wis. 


Photographers Unite 


Indiana Association of Commercial 
Photographers has been organized by 
commercial and portrait photogra- 
phers and photo finishers of the state. 
Robert A. Twent, Indianapolis, is 
president. Future plans include an 
elaborate exhibition of work of as- 
sociation members at the state con- 
vention next year. 


H. C. Vogel Joins NBC 


H. C. Vogel, for the past nine years 
vice-president and treasurer of Freeze- 
Vogel-Crawford, Inc., Milwaukee, has 
left the agency field to join the cen- 
tral division sales department of Na- 
tional Broadcasting Company, Chi- 
cago. 


Blair Reduces 
Radio List to 
Dozen Stations 


Chicago, Sept. 19.—Illustrating the 
trend which has been evident in the 
radio field, as well as other sales 
branches of advertising, John Blair 
& Co., Chicago radio representatives, 
have announced reduction of their 
list. 

Mr. Blair explained that unwieldy 
lists have made it difficult for radio 
representatives to make the neces- 
sary intensive study of each station 
and to give buyers of advertising the 
factual information which they de- 
mand. 

Several smaller stations have been 
or will be dropped by John Blair & 
Co. Among the dozen stations which 
the company is retaining are KNX 
Los Angeles; WWJ, Detroit; WOW, 
Omaha; WBNS, Columbus; KSTP, 
Minneapolis-St. Paul; KTRH, Hous- 
ton; and the Iowa Broadcasting Sys- 
tem, composed of KRNT, KSO, and 
WMT. The latter is owned and oper- 
ated by the Des Moines Register and 
Tribune. 


Hearing Held on 
* Sears-Goodyear Case 


Attorneys for Goodyear Tire & Rub- 
ber Company attacked the findings of 
a trial examiner on the differential 
between Goodyear sales to Sears Roe- 
buck & Co. and to other customers, at 
a hearing before the Federal Trade 
Commission in Washington Sept, 17. 

Goodyear attorneys declared the 
trial examiner had erred in several 
points, as outlined in a written brief 
submitted to the commission by Good- 
year during August. The contents of 
this brief were reported upon at 
length in the Aug. 19 issue of ADVER- 
TISING AGE. 


Denny Joins “Times” 


Ludwell Denny, for the past eight 
years editorial writer and associate 
editor of Scripps-Howard Newspaper 
Alliance, Washington, D. C., has been 
appointed editor of Indianapolis 
Times. He succeeds Talcott Powell, 
recently resigned. 
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» CONNECTICUT « 


—and WDRC 


e national average. 


. . herring and caviar 
Coronas. 


in number of listeners by 


and local advertisers who 


National 
Representative 


“There’s the territory 
where people have money to spend 


* Retail sales in the Hartford market are 106% above 
th 
population are diversified—they buy Fords and Packards 


With more than a MILLION people within a radius 
of thirty miles, audits show WDRC the leading station 


reason WDRC is the preferred choice of leading national 


WDRC, Hartford, Conn. 


“The Advertising Test Station in the Advertising Test City” 


Free, Johns & Field, Ine. 
New York. Chicago, Detroit, San Francisco, Los Angeles 


reaches them’”’ 


The tastes and needs of the 


. Bull Durham and Corona- 


That is the 


a wide margin. 


sell to the Hartford market. 


Basic Network Station of the Columbia Broadcasting System 
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This Sales Manager's Year Book 
will be delivered on request by 
any of the offices listed below: 


Reaching from Canada to Mexico—from Pacific Ocean to the Great 
Salt Lake, the Pacific Coast Market offers an unusual opportunity to 
the alert manufacturer. A market where 7.8% of the nation’s popula- 
tion account for 10.2% of it’s total retail sales. A market where the 
scale of living is 30% higher than the nation’s average. 

But a market that requires special treatment in the placement of 
advertising, for its very vastness produces new problems in media 
selection. Major trading areas frequently separated by many hun- 
dreds of miles; living conditions that vary as widely as the industrial 
conditions that created them. 

Sell this high-potential sales territory through Associated News- 
paper Color, a magazine distributed by the leading newspapers of 
the Coast from the eleven key wholesaling and retailing points... the 
one medium that carries the plus value of localized, sectional interest. 

Tie your advertising to that of your retailers who have found these 
newspapers most productive of results through cash-register tests. 

And get withal, the dominating visibility of color, in a section of 
those preferred papers that is extraordinarily high in reader interest. 
SAN FRANCISCO CHRONICLE - OAKLAND TRIBUNE - SACRAMENTO UNION - LOS ANGELES TIMES 


SAN DIEGO UNION - TACOMA LEDGER - SEATTLE TIMES + LONG BEACH PRESS-TELEGRAM 
SALT LAKE CITY TRIBUNE - SPOKANE SPOKESMAN REVIEW + PORTLAND OREGONIAN 


MAGAZINE SECTION ““THE MAGAZINE OF THE PACIFIC COAST” COMIC SECTION mes 


oreites: NEW YORK _ CHICAGO a DETROIT ar CLEVELAND a SAN FRANCISCO a LOS ANGELES 
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Good News from the Heavy Industries 


Two events of the week deserve 
special comment from observers of 
the business scene who like to know 
which way the wind is blowing. One 
was the remarkable machine tool 
show in Cleveland, an eleven days’ 
exhibition which attracted 10,000 
buyers and was the largest show of 
the kind ever held; and the other 
was the convention of the National 
Industrial Advertisers’ Association 
in Pittsburgh, the most largely at- 
tended and the most enthusiastic 
meeting of this important organiza- 
tion held in at least six years. 

These two events emphasized a 
fact which has been evident for some 
time, and that is that the durable 
goods industries are rapidly coming 
back. While not every division of 
manufacturing dependent upon indus- 
try for its sales and profits is enjoy- 
ing the prosperity now recorded by 
makers of “the master tools of in- 
dustry,” the improvement is so gen- 
eral as to be reflected in a remark- 
ably large attendance at a meeting 
like that of the N. I. A. A., whose 
members sell machinery, materials 
and supplies to industrial consumers. 

It should be remembered that this 
depression has been a depression of 
the capital goods industries. They 
were flattened out to a degree not 
imposed on the industries which sup- 
ply the needs of the general con- 
sumer. In those industries has lain 
the bulk of employment; and as they 
return to a normal level of activity, 


of production, employment and sales, 
the depression for the whole coun- 
try will be practically eliminated. 

Normal operations and normal 
payrolls for the heavy industries 
mean increased buying power for 
the things that all consumers re- 
quire: for food products, clothing, 
automobiles, household furnishings 
and the like. Thus the return 
of a substantial measure of pros- 
perity to the durable goods indus- 
tries means that all other industries 
will immediately benefit from their 
improvement. 

When Gen. Dawes predicted that 
the end of the depression would 
come about the middle of 1935, he 
meant that the demand for capital 
goods, repressed over a considerable 
period, would again make itself felt 
at a rate which would require 
greatly increased production of steel 
and other raw materials required for 
the production of machinery and 
other durable goods. The event, it 
seems to us, has justified his pre- 
diction. 

The return to conditions somewhat 
approaching normal of a large sec- 
tion of the industrial field is another 
impressive example of the interde- 
pendence of all sections of the mod- 
ern community. Even those who sell 
general consumer goods cannot be 
prosperous in full measure unless 
those who sell industrial goods are 
also operating at a normal rate. 


Pre- Testing New Designs 


Redesign of products has become 
almost standard practice among suc- 
cessful American manufacturers. 
Some of the most exciting success 
stories of the period are those which 
detail the experiences of manufac- 
turers who have designed products 
which combine more attractive ap- 
pearance with greater utility and 
frequently lower cost. 

However, redesign is not neces- 
sarily the open sesame to increased 
sales. The problem is to select the 
design which will be most successful, 
measured in terms of actual accept- 
ance by the public. To risk failure 
as a result of a program of redesign 
not sufficiently tested in advance is 
@ speculation which management 
can seldom justify. 

Most retailers are more than glad 
to cooperate with manufacturers in 
pre-testing new designs. In the first 
place, such a test is certain to be 
highly significant to the retailer him- 


self, in indicating changing trends of 
taste and demand among consumers. 
In the second place, the test ob- 
viously supplies the selected retail- 
ers with advance information which 
may be highly advantageous in han- 


dling related lines, as well as those 


for which the new designs have been 
created. 

Industrial designers, as a class, 
have contributed much valuable ma- 
terial to American industry, and 
have provided sales and advertising 
departments with ideas for more 
successful sales promotional efforts. 
But it would be foolish to say that 
they have not had their failures as 
well as their successes. Pre-testing, 
through sale of a limited quantity 
of the new designs in a limited 
number of stores will eliminate 
guess-work, will save expensive er- 
rors in production plans, and will 
provide the basis for sure-fire adver- 
tising and merchandising campaigns. 


IS THIS HOW IT REALLY WORKS OUT? 
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—Esquire. 


“And now, class, let's all taste one of our delicious golden-brown 
crunchies." 


First U. S. Drive 
for Half and Half 


To the Editor: You may wish to 
mention in your editorial columns the 
first advertising campaign, that we 
know of, that has ever appeared in 
the United States on Half and Half. 

This campaign has now been 
started in Chicago, Omaha, Atlanta, 
Indianapolis, Fort Wayne, Manitowoc, 
Joplin, Springfield, Ill., and Houston. 
Proofs of the first two advertise- 
ments are enclosed. 

The product itself is a mixture of 
our regular Drewrys ale with stout. 
While stout is not very readily sold 
in the United States, apparently this 
mixture of stout and ale is attracting 
considerable attention and is being 
accorded a very favorable reception. 

However, whatever may be said 
concerning the product or its adver- 
tising—it is news. 

THEODORE ROSENAK, 
President, The Drewrys 
Limited, U. S. A., Chicago. 

vvseyv 
Gossip Sheet Helps 

To the Editor: We have had un- 
usual success in getting news and 
valuable information both from our 
own salesmen and from our custom- 
ers through the distribution of “gos- 
sip sheets.” 

These are blank sheets, letterhead 
size, with the word “gossip” in large 
letters at the top, and this message: 

“Mr. Mills Salesmen! Please jot 
down on this sheet, news about our 
industry, information on competitors, 
prices, products, improvements, cus- 
tomers’ remarks, conditions favorable 
or unfavorable, business sugges- 
tions, and ideas. Write us from week 
to week—one gossip item or a dozen 
at a time, it doesn’t matter. Just 
send us the gossip.” 

JAMES MANGAN, 

Advertising Manager, Mills Novelty 

Company, Chicago. 
a ea 


Editorial Helps 


To the Editor: I thought you would 
like to see the folder that we recently 
got out, so I am enclosing a copy. 
You will note that this mailing piece 
is built around the lead-off editorial, 


Voice of the Advertiser 


“The Farm Market Comes Back,” 
which appeared in your Aug. 19 is- 
sue. Your summary of the farm sit- 
uation in this editorial was so aptly 
stated that we reproduced it in our 
mailing piece and built our story 
around it. ‘ 

Our letter that accompanied the 
folder mentioned and gave full credit 
to ADVERTISING AGE for this editorial. 

More power to you in giving us 
what I consider the leading trade 
paper in the advertising world. 

URSEL C. NARVER, 
Advertising Manager, Oregon Grange 
Bulletin, Portland, Ore. 
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Blind Staggers 

To the Editor: The concentrated 
headaches in $1,125,000,000 worth of 
Hunter whisky, which recently trav- 
eled over the New England states in 
a caravan, must, when it is finally 
consumed, be a knock-out, even for 
staid New Englanders. 

At “over the bar” prices, Hunter 
must be a rather stiff drink, and leads 
us to believe that the depression is 
really a thing of the past, especially 
east of the New York State border. 

At $11,250,000 per truck, it is cer- 
tainly a wonder that the entire out- 
fit was not hijacked before reaching 
its final destination. 

Bartender, give us another. Why 
isn’t the navy represented in the 
escort? 

GEORGE M. SCHNELL, 

President, Motor West, Los Angeles, 

Cal, 

[Editor’s Note: We got kind of 
light-headed ourselves when we no- 
ticed—too late—the way the value 
of that liquor cargo had been boosted. 
It should have been $1,125,000.] 

vvwy 


Wallace Ties Up with 


Tercentenary Program 
(Picture on Page 27) 

To the Editor: I wonder if you no- 
ticed the New York Times roto- 
gravure section Sept. 15. It had two 
interesting views of Wallingford’s ter- 
centenary parade. The New England 
Telephone Company and the New 
Departure Company of Meriden have 
permanent floats and have been using 


them for their advertising value in 
the various local parades throughout 
the state. We entered a float in the 
Wallingford parade which, by the 
way, was considered one of the larg- 
est the state has had. The Wallace 
float won first prize which was a 
large silver prize cup donated by one 
of the local organizations. 

It occurred to me that you might be 
interested in a photograph of this 
float. It was a symbolical float: the 
huge silver bowl in the center sym- 
bolized the silver creations of the 
Wallace silversmiths, the children or 
living flowers in the bowl symbolized 
the fertility and ideals of the com- 
pany, the queen bee seated on the 
throne represented industrial Con- 
necticut, and the butterflies on the 
dais symbolized the beauty of the 
life of the natives of this state. The 
trophies symbolized the reward of 
merit. 

C. H. Grecery, 
Sales Promotion Manager, R. Wallace 

& Sons Mfg. Company, Walling- 

ingford, Conn. 

vvwy 


No “Hotel Unique,” 
Says Mr. Melony 


To the Editor: We have just no- 
ticed on the front page, column one, 
third paragraph, of your Sept. 2 is- 
sue, a reference to the Hotel Curtis 
advertising. 

This paragraph states that we ad- 
vertise ourselves as “the hotel 
unique.” Our advertising department 
has no copy using this expression. 
We are not aware that it has ever 
been used. 

Will you kindly let us know where 
this ad appeared? 

C. C. MELony, 
Manager, The Curtis Hotel, 
Minneapolis, Minn. 

({Editor’s Note: Copy Cub, in 
whose column a squib anent this 
copy appeared, informs us that road 
signs on U. S. 53 north of Eau Claire, 
Wis., carry this message, with the 
name of your hotel appended thereto, 
Mr. Melony.] 

vvwyY 


Federal Truck Uses 


“Post’”’ Consistently 

To the Editor: There has come to 
our attention a news item that ap- 
peared in the Aug. 12 issue of Ap 
VERTISING AGE under the heading, 
“Federal Truck to Return to National 
Ads,” and mentioning our taking a 
page of space in the Aug. 17 issue of 
the Saturday Evening Post. 

This item creates the impression 
that our company just started to do 
some national advertising, when the 
fact is that we have been using the 
Post consistently since early last 
spring as part of our silver anniver- 
sary advertising campaign. 

S. G. MITCHELL, 
Advertising Manager, Federal Motor 
Truck Company, Detroit, Mich. 
+ = F 


Sees Resemblance 


in Copy for Gas 

To the Editor: I am enclosing 
herewith a series of prints of Zip ad- 
vertisements which we ran over two 
years ago. At that time, we tied up 


Performa nce 
ERRA 
a oe os 


<¢ 450 


these ads with the various slogans 
the different automobile companies 
were then using. 

Do you notice a strong “resem- 
blance” between the new Standard 
Oil of Indiana copy and this idea of 
ours? L. N. Srvons, 

President, Simons-Michelson Com- 

pany, Detroit, Mich. 
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RISE OF COLOR 
DESCRIBED AT 
IP! LUNCHEON 


New York, Sept. 16.—In the past 
five years there has been a 4,000 per 
cent increase in the use of color in 
advertising, Howard Ketcham, color 
engineer for a group of large adver- 
tisers, said at a luncheon given 
Thursday at the Biltmore by the In- 
ternational Printing Ink Corporation, 
to announce three monographs on 
color published in an effort to make 
use of color more effective in selling. 

A. Wallace Chauncey, I. P. I. vice- 
president, described the work, which 
drew on experts outside the I. P. I. 
organization as well as its own color 
laboratories. One of the paramount 
needs of all engaged in color work, 
he said, has been a precise color lan- 
guage. 

It was found that the material 
could not be treated in one volume, 
and therefore the work was issued as 
three monographs, representing the 
divergent views of the artist, psychol- 
ogist, physicist and chemist. They 
are “Color Chemistry,” “Color as 
Light,” and “Color in Use.” 

Printed by the American Colortype 
Company and designed and _illus- 
trated by Rudolph Ruzicka, they con- 
tain no new theory of color, but em- 
phasize the need for more accurate 
measurement and _ specification of 
color and suggest a new scientific 
color language. 


Chemistry Not Studied 


As to the need for a unified view 
and language concerning color, many 
examples of confusion and ambiguity 
were cited, some of which cost man- 
ufacturers great sums of money. An 
illustration given by Mr. Chauncey 
was that of an advertiser of soap 
whose agency painstakingly devel- 
oped a wrapper design, which was 
perfect from all aspects except that 
of chemistry. 

The result was a breakdown of the 
color when the wet soap was pack- 
aged and a large loss of printing and 
other supplies needed in introducing 
the new wrapper. 

The monographs, Mr. Chauncey 
said, were not written by an indi- 
vidual, but by various groups of color 
specialists. The first monograph 
takes up sources of color, color chem- 
istry and combinations of atoms that 
make or change color. The second 
volume treats in a similar way the 
physicist’s explanation of color. 

The binding monograph is the third 
on color relationships, giving many 
rules on the effective use of color. 
It acknowledges chemist’s, physicist’s, 
psychologist’s and artist’s conception 
of color and finds a way of bringing 
them together. The spectrophotom- 
eter invented by Dr. Arthur C. Hardy 
is said to be the means of defining 
color exactly and for all time, based 
upon wave length of lights. 

Dr. Hardy, of the Massachusetts 
Institute of Technology, was one of 
the luncheon speakers, as was Ray- 
mond Loewy, designer of streamlined 
locomotives which, it is said, will 
result in a $100,000,000 business be- 
fore the year is over. 


Exact Hues Available 


Mr. Ketcham pointed out that man- 
ufacturers have been able to specify 
all details of their products but color, 
where in the past they have been 
forced to rely upon primary indica- 
tions, such as red, maroon, etc. The 
need for a common color language 
has been great. 

As sales stimulators, he said, ex- 
act hues and chroma have been 
highly profitable when understood, as 
in the case of a fountain pen manu- 
facturer who increased sales 50 per 
cent when he utilized results of color 
studies. A toothbrusk manufacturer, 
he said, found that buyers of 50-cent 
brushes demand red, and that buyers 
of 25-cent brushes want amber. 


Advertise Village 
Metropolitan Advertising Company, 


New York, is releasing an institu- 


tional campaign for the village of 
Rockville Centre, L. I. Newspapers 


Western Gets Accounts, 


Adds Hutchins to Staff 


Western Advertising Agency, Chi- 
cago, has been appointed to handle 
advertising of Triplett Electrical In- 
strument Company, Bluffton, O., and 
Readrite Meter Works, Bluffton, 
maker of radio testers and meters. 

H. A. Hutchins, former vice-presi- 
dent and sales manager of National 
Union Radio Corporation, New York, 
has joined the agency as account ex- 
cutive and merchandising specialist. 


W. J. Paynter Dies 


William Jarvis Paynter, 39, adver- 
tising manager of Luden’s, Inc., Read- 
ing, Pa., manufacturer of cough 
drops, died Sept. 14 of septic poison- 
ing that developed from a lip infec- 
tion. 


L & M Sign for 
New Series on 


Chesterfields 


New York, Sept. 19.—Liggett & 
Myers Tobacco Company has an- 
nounced return of the Chesterfield 
series, for three years a leader in 
both popular and concert radio en- 
tertainment. The program will be 
heard on a 91-station hook-up of the 
Columbia Broadcasting System start- 
ing Oct. 2. 

The maker of Chesterfield cig- 
arettes will present Lily Pons and 
Nino Martini, stars of the Metropol- 
itan Opera Company and the con- 


cert field, in alternate recitals with 
the concert orchestra and vocal en- 
semble of Andre Kostelanetz. 

David Ross, for years an out- 
standing announcer for the CBS net- 
work and winner of the diction medal 
of the American Academy of Arts 
and Letters, has been engaged ex- 
clusively for the new series. 

The Chesterfield series was first 
inaugurated on the CBS network in 
January, 1932. 

The 1935 fall series will be opened 
by Miss Pons with Kostelanetz on 
Oct. 2 in a popular concert from 9 
to 9:30 p.m., EST. Martini will have 
his premiere on Oct. 5 at the same 
time. The Chesterfield stars will 
perform on the same schedule each 
week thereafter. 

Other noted stars who have per- 


formed in the past for Liggett & 
Myers include such names as Grace 
Moore, Leopold Stokowski, Ruth Et- 
ting, Bing Crosby, Jane Froman, 
Rosa Ponselle, Giovanni Martinelli, 
Arthur Tracy, and others. 


Lagron in New York 
E. M. Lagron, for the past 12 years 
with Mace Advertising Agency, Pe 
oria, and Williams & Cunnyngham, 
Inc., Chicago, has joined the new 
business staff of Gardner Advertising 
Company, New York. 


Name Lake-Spiro-Cohn 

Witsell Bros.-Dean Lilly Company, 
Memphis, has appointed Lake-Spiro- 
Cohn, Inc., Memphis and New York, 
for advertising of Dean’s coffee. 
Newspapers will be used. 


their outlook on life. 


big business. 


share? 


are being used exclusively. 


About now, women are changing 
Summer 
cosmetics are giving way to new 
fall and winter makeup. Sun tans 
are being bleached. Treatment 
creams are doing overtime duty 
to bring back peaches-and-cream 
complexions. This about-face is 
What are you do- 
ing, Mr. Manufacturer, to get your 


We say advertise; promote your 
cosmetic business this year as you 
haven’t done since ’way back. For 
all business is better today, and 
beauty preparations are certain to 
go booming, or women ain’t what 
they used to be. Where to adver- 
tise: in the Chicago American. To 
whom: to the Mortons and their 
kind of active, young American 


women. Here is Chicago’s largest, 
most selective market for beauty 
preparations . . . Most Selective: 
because Chicago American women 
are, on an average, younger than 
women reading other Chicago 
newspapers. Obviously, this type 
of woman is your most responsive 
customer for cosmetic promotions. 
Largest: because the American, 
with the biggest evening circula- 


tion, goes into the most homes 


est cosmetic market. 


The Chicago American gives you 
both quality and quantity circula- 
tion. Quality—more concentrated 
cireulation among young, active 
women. Quantity — over 440,000 
every night. This combination has 
what it takes to get plus business 
today from America’s second larg- 


(and therefore to more women). 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager 
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QUAKER OATS 
OFFERS QUINTS 
BIRTHDAY BOWL 


Chicago, Sept. 16.—Proceeding 
cautiously after the harrowing ex- 
perience of having 6,500,000 box tops 
pour in during its Babe Ruth contest, 
in which it offered baseball pre- 
miums, Quaker Oats Company is con- 
fining distribution of its latest pre- 
mium, a Dionne Quintuplets bowl, to 
500,000. 

Advertising is restricted to cities 
in which the company has branch 
managers who can contact retail out- 
lets and check demand for the bowls. 
A time limit has also been placed 
on the offer. 

The birthday bowl is being offered 
for two trade-marks from the Quaker 
Oats or Mother’s Oats package, plus 
ten cents. Each bowl is stamped 
with the pictures and names of the 
Dionne Quints. 

Copy in the comics was used in the 
Babe Ruth contest, in which results 


established some kind of record, with 


some box tops still trickling in. The 
newest offer is being placed in run- 
of-paper newspaper space. 

The company got one of those unex- 
pected breaks which make life inter- 
esting as the new campaign got un- 
der way. A short film appearing at 
the Chicago Theater and presumably 
at hundreds of others throughout the 
country showed the Quints going 
through their feeding routine against 
a background of Quaker Oats pack- 
ages. This authentication of the 
company’s claims was regarded as 
an extremely helpful touch which 
came at exactly the right moment 
to add impetus to the advertising. 


New Haven Club Meets 


Hal Horne, formerly with United 
Artists Corporation, and now pub- 
lisher of Mickey Mouse Magazine, 
spoke on “Humor in Advertising” at 
‘he first fall meeting of the New 
Haven, Conn., advertising club Sept. 
9. Albie Booth, former Yale foot- 
ball star, heads the program com- 
mittee of the club. 


Gaynor and Baron to KHJ 


Sydney B. Gaynor, former assist- 
ant advertising director of Southern 
Counties Gas Company, and Amos T. 
Baron, former sales representative 
for a New York clothing house, have 
joined the sales staff of station KHJ, 
Los Angeles. 


SPEEDS WORK ON 
PROGRAM FOR NEW 
NRA LEGISLATION 


Hill Suggests that Congress 
Define Fair Trade 


Washington, D. C., Sept. 19.—Spe- 
cific congressional definition of fair 
and unfair trade practices, with the 
drafting of detailed codes to be left 
to voluntary action by industries, 
has been indicated as the course to 
be followed in developing a new 
NRA, by Chairman Samuel B. Hill 
of the House ways and means com- 
mittee, in charge of writing the pro- 
posed legislation. 


Covers Four Points 


Legislation establishing a new 
NRA has been requested by Presi- 
dent Roosevelt. He has asked that 
a draft for such legislation be ready 
for the new Congress, meeting Jan. 
1, 1936. 


the Morning Inquirer and 
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WOMEN’S 
CLOTHING 
DAILY NEWS published 50,000 
lines of Women's clothing ad- 

in August. This is 
10,000 more lines than the 
Ledger, five times as much as 
the Morning Record and 90 
times as much as the Morning 
Inquirer. 


FURNITURE 
ADVERTISING 


BRYant 9-3142 


PHILADELPHIA'S 
POWERFUL 
MERCHANDISING 


RETAIL ADVERTISING 


In August the DAILY NEWS carried 
75,000 more lines of total retail copy than 


lines than the Morning Record. 


NEW YORK OFFICE 
Thomas J. Young, 461 Eighth Ave. 


25,000 more 


st DAILY NEWS 


Ss Triumphs in August 


k= 


JEWELRY 
CREDIT 
CLOTHING 


In a highly competitive field 
of five dailies, the DAILY 
NEWS has led all other 
newspapers in Jewelry, 
Credit Clothing and Profes- 
sional for years, 


The Necessary 
. Newspaper 
in Philadelphia 


All facts based on Media Record’s 
6-day figures. 


Responsive DAILY NEWS 


RETAIL DRUGS 
In July the DAILY 
NEWS stepped into 
first place in drug ad- 
vertising and main- 
tained this. position 
again in August. Re- 
sults tell the story. 


Readers Mean 


FOR ADVERTISERS IN 
PHILADELPHIA 


NEW PRODUCT USE 


NEW, EASY WAY to SHAVE 
TENDER, IRRITATED SKIN 


Spt caste dhs enna Do pie 


Have Sfp 
mated ete 
<— 


a up 
oo 
get 


_, Get jar of Noxzems ot any drug oF 
. forable shave tomorrow 
SPOOL fore 


you can get 3175 How 
Fal Jar SC Nose Jor only 81-097 


Noxzema blossoms out as a shav- 
ing aid in this copy, which ap- 
peared in Canton, O., newspapers. 


The tentative outline proposed by 
Representative Hill includes: 

1. Legislation within the limits 
of authority as specified by the Su- 
preme Court’s rulings. 

2. Declaration as to what consti- 
tutes unfair practices in business. 

3. Limitation of application of 
any program to interstate commerce 
or to that which directly affects in- 
terstate commerce, 

4. Provision that the Federal 
Trade Commission be given au- 
thority to determine facts, with the 
right of appeal to the courts from 
the agency’s findings. 

“The difficulty with the old NRA 
law,” according to Chairman Hill, 
“was that it delegated power to the 
President, and he to the NRA, and 
it to the code authorities to say 
what should be or not be fair trade 
practices. But if Congress should 
declare what is unfair, it probably 
would be sustained if Congress has 
substantial reason for its defini- 
tions. 

“Another difficulty was that the 
first NRA did not stay in the con- 
fines of the commerce clause, but 
tried to apply to all business re- 
gardless of interstate commerce. 
But there is a field for operation in 
interstate commerce or directly af- 
fecting it, that, of course, probably 
would not reach down to purely lo- 
cal business. 

“The ideal thing would be for 
Congress to lay down specifically 
what could be done, and not have 
any imposed codes, but let business 
come voluntarily under codes con- 
forming with Congress’ edicts that 
would apply only to the individuals 
voluntarily subscribing to them. 
That is what we about got down to 
in the Guffey coal bill, except for 
the tax feature.” 

The ways and means committee 
wrote the “Little NRA” for the soft 
coal industry. Many see the forth- 
coming test on this law as an indi- 
cation as to what may happen on 
future legislation of a broad com- 
mercial nature. Hearings on the 
new NRA, proposed along the fore- 
going broad lines, are now sched- 
uled for about Nov. 15. 


Issues Travel Magazine 


The first issue of a new semi-annual 
publication, World-Wide Travel Guide 
—Trins & Togs, to be released prior to 
the travel seasons and distributed 
through department stores to their 
“ton rank” charge accounts, will be 
published about Dec. 1, according to 
J. W. Donaldson, head of the new 
World Wide Vacation Guide, Inc., 
and president of Vacation Publica- 
tions, Inc. Headquarters are at 30 
Rockefeller Plaza. 


Barnes to Lecture 


Nathaniel Waring Barnes, of Co- 
lumbia University, will give ten lec- 


‘}tures on sales letters under the 


Sponsorship of Mail Advertising 
Service Association of New York City. 
Ine. The course begins Oct. 10, and 
a limited number of non-members will 
he admitted for a fee of $5 for the 
series. 


Garcia Grande 
Effort Offers 
Sports Tickets 


New York, Sept. 19.—A series of 
contests with tickets to major sports 
events as prizes was placed under 
way here last week as the feature of 
a test advertising campaign by Gar- 
cia Grande Cigars, Inc. 

An 820-line advertisement in seven 
metropolitan newspapers announced 
the first contest, in which 51 winners 
will be given two tickets to the Baer- 
Louis fight at Yankee Stadium 
Sept. 24. 

Tickets to the World Series, impor- 
tant college football contests, pro- 
fessional hockey games, and the 
Stanley Cup finals are being contem- 
plated for future awards. 

Staggered teaser advertisements 
will supplement the large-space copy, 
as will spot announcements on four 
leading independent radio stations in 
the metropolitan area. Contest en 
try blanks are included in all of the 
advertisements, and also are avail- 
able at cigar stores. 

The possibility of developing sim- 
ilar types of contests in other major 
markets is being studied by the com- 
pany and its agency, Peck Advertis- 
ing Agency, Inc., which was recently 
appointed to handle the account. 


Fansteel Changes Name 


Fansteel Products Company, Inc., 
North Chicago, Ill., has changed its 
name to Fansteel Metallurgical Cor- 
poration. No change has been made 
in corporate structure or organiza- 
tion, the new name having been 
adopted only to more clearly define 
the technical nature of the business. 


Set Inland Press Date 


The fall meeting of the Inland 
Daily Press Association will be held 
at the Congress Hotel, Chicago, Oct. 
14-16. 


PHOTO- 
STATS 
RAPID 


COPY SERVICE CO. 


7 spent by artists in 
pantagraphing pic- 
tures and layouts is better 
applied when Rapid pho- 
tostats are used instead. 


e SIX BRANCHES - 


NEW YORK 
415 Lexin Vivierb hap ; i * 3 444 See Soto 


CLEVELAND 
Union Trust Bldg. 
Main 9335 


= 
CHICAGO 
110 So. Dearborn . . . 228 No. Le Salle 
360 No. Michigan Ave. 
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ADVERTISING AGE 


WINS INJUNCTION 
UNDER ILLINOIS 
FAIR TRADE LAW 


Court Rules Against Price- 
Cutting 


Chicago, Sept. 19.—Price cutting of 
trade-marked and patented commodi- 
ties received a severe setback Tues- 
day, when Judge Joseph Burke of 
Circuit Court issued the first injunc- 
tion under the new fair trade prac- 
tices act signed by Gov. Horner 
July 8. 

Joseph Triner Corporation, one of 
ten wholesalers distributing Schen- 
ley Distillers Corporation’s liquors 
here, had sued to prevent E. R. Oran- 
sky, a liquor concessionaire at a Chi- 
cago market, from selling two brands 
of Schenley whisky at less than con- 
tract prices as agreed to by manu- 
facturer and retailer. 

The suit charges that Oransky sold 
Schenley’s “Old Quaker” brand of 
whisky at $1.39 a quart, as against 
the contract price of $1.89, and 
“Cream of Kentucky” at 83 cents a 
pint instead of the standard price of 
$1.15. The injunction which the 
Triner Corporation won is a tempo- 
rary restraining order effective pend- 
ing a full hearing of the case. 

The new state law provides for 
contracts between manufacturers 
and retailers, regulating retail prices 
of commodities bearing a trade mark, 
brand or name of the owner. 

Under the law, sales at less than 
the contract price are considered un- 
fair competition, and are actionable 
on suit of anyone damaged. The act 
has been interpreted as an attempt 
to stamp out the practice of selling 
well known products at less than 
their advertised prices as “loss lead- 
ers.” 


Follows Previous Laws 


The Triner bill asserts that 85 per 
cent of Schenley retailers have 
abided by the contracts they made 
with Schenley, with the result that 
“sales have doubled and the public 
has been benefited through the unob- 
structed sale of high quality products 
at reasonable, uniform prices enabled 
by volume of production.” 

Attorney Walter Bachrach, who 
filed the suit, pointed out that the 
Illinois act is almost identical in 
wording with acts in effect in Cali- 
fornia and New Jersey, and that it is 
designed to prevent demoralization of 
markets and consequent injury to re- 
tailer and the public. 


Vets’ Club Elects 


Veterans’ Advertising Club of Chi- 
cago has elected the following officers 
for the year: president, George Keim, 
of John B. Woodward, Inc.; vice- 
president, C. H. Haskins, National 
Petroleum News; treasurer, William 
C. Webber, John D. Cullen Company; 
secretary, Thomas Harris, Evans As- 
sociates, Inc. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 

data about the 1% billion dol- 

lar baking industr ae come to 

BAKERS” HELPER, this in- 

dustry’s leader for almost a 

half century. 

Check the data you need below, tear out 

ertisemen 


fue adv t, attach to your letter- 
head and mail to us. 


O “Baking Industry Facts and 


Figures,” a market data 
folder. 

0 “Selling Leads,” an every 
week serv 


0 Sample pages from the “Bak- 
ing Industries Blue Book.” 

0 Copies of BAKERS’ HELP- 
ER, issued fortnightly. 

o Audit Bureau of Circula- 
tions statement. 


HELPER 


"E MAGAZINE ¢ BAKERY PRACTICE »{ MANAGEMENT 
HELPING BAKERS SINCE 1887 
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Package Liquor 
Dealers Create 
Private Brands 


Chicago, Sept. 19.—Appointment 
of Critchfield & Co., Chicago, to con- 
duct an advertising campaign fea- 
turing the organization’s own 
brands, has been announced by the 
Illinois Retail Liquor Package Store 
Association. Membership in the as- 
sociation, already embracing a large 
percentage of leading stores, is ex- 
pected to be further augmented at 
a dinner next week at which de- 
tailed plans will be announced. 
The association is sponsoring the 
following whiskies and gins, which 
will be bottled exclusively for it and 
sold only by its members: Coat of 
Arms, Somerset and Winchester 
whiskies; Dixiana and Tower Club 
gins. 

Scott Smith, president of Critch- 
field & Co., explained that the new 
policy is in no sense a rebellion 
against nationally advertised liquors. 
Apparent inability of many national 
advertisers to control distribution of 
their products, however, played a 
part in the situation. 

In spite of many promises and 


SOMETHING ADDED 


Switch to 


JULEP 


CIGARETTES 


OULD you welcome an overfresh mouth, cool, clean? Then ewitch to Juleps the 
latest sensation im cigarettes, utterly difleremt because they are minscooled, aot 


J tee tent tobsocen, of cousee, plus this a dines of « S 
julep—eo 


vel reehing 
‘Te gets mew thrill in smoking and perfect threat protection, buy « pack of Jalepe nom) 
© WS jaleg Toberce Co, Bowen 


Julep cigarettes, made by Julep 
Tobacco Company, Boston, are 
not only cooled but mint-cooled, 
this newspaper copy which ap- 
peared in Cincinnati asserts. 


some real efforts to stabilize prices, 
it is said, many standard brands 
have become footballs in the price 
war which has been waged in Chi- 
cago. Package dealers have be- 
come more or less disgusted with 
this state of affairs, deciding finally 
to sponsor their own brands, with 
rigid control of prices. 

This does not mean that they will 


not handle nationally-advertised 
brands, though it is natural to be- 
lieve that members of the associa- 
tion will place most of their sales 
effort back of their own lines. 


RIVAL HOTELS 
JOIN IN DRIVE 


New York, Sept. 19.—Returns indi- 
cate that two rival hotels increased 
the effectiveness of their advertising, 
as well as cut its cost, by putting out 
a piece of direct mail cooperatively. 

The two houses, located in Stam- 
ford, Conn., are the Hotel Daven- 
port, a unit of the Old-Fashioned 
chain, and the Roger Smith, a unit of 
the Roger Smith Hotels. 

The Davenport was the leader in 
its class until 1929, when the Roger 
Smith hostelry came to town. Bitter 
competition raged for several years 
between the newer, more modern 
house and the older hotel. Travel- 
ers sensed the rivalry and tried to 
turn it to their advantage. 

The advent of the NRA got O. A. 
de Lima, president of the Roger 
Smith Hotels, to thinking about the 
various ways cooperation might be 


practiced. He suggested’ to the rival 
organization at Stamford that they 
join in a direct mail campaign, each 
hotel presenting its individual story 
in the same piece. 

The first mailing, addressed to 
sales managers, bank examiners and 
insurance adjusters throughout New 
England, was a four-page folder. The 
joint introduction and explanation of 
the unusual sales message was 
printed in red, and the individual 
sales messages were carried as fac- 
similes of letters on pages two and 
three. 

The cover stated, “Difference of 
opinion makes hoss racing. Differ- 
ence in taste makes—’” 

The two paragraphs in red, one on 
each page of the spread, read: 

“It is the first time, we wager, that 
you have received a cooperative mes- 
sage from rival hotels in the same 
city. It is not particularly the 
Golden Rule which incites us. We 
think it is good business. 

“Because some men prefer spare- 
ribs—others filet mignon. Tastes in 
hotels may be just as divergent. We 
are out for business in Stamford—a 
fine, prosperous city—and we think 
this is a good way to get it.” 

The sales messages complimented 
the rival house, but concentrated on 
an exposition of features without 
making comparisons. The Davenport 
stressed its recent modernization. 


Reflection of a business 
executive on a shopping trip: 


“Have I been overlooking something? My wife turns 
naturally to the classified telephone directory when she 
wants to know where to buy an advertised brand. I suppose 
millions of other people do the same. And here I’ve been 
groping around for a way to make it easy for prospects 
to find my dealers!” 
Thanks to the idea born right then and there, another 
brand name will soon be listed in classified telephone 
directories ... another brand made easy-to find. 


Trade Ma 
195 Broadway, New York 


AMERICAN TELEPHONE & TELEGRAPH COMPANY 
Service Division . 
311 W. Washington St., Chicago 
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ADVERTISING AGE 


September 23, 1935 


G-E LAUNCHES 
FALL LAUNDRY, 
RADIO EFFORTS 


Elaborate Plans Laid for 
New Campaigns 


Bridgeport, Conn., Sept. 19.—Elab- 
orate advertising and sales promotion 
campaigns, designed to win consumer 
interest and to aid dealers and their 
salesmen, have been developed by 
General Electric Company for its 
home laundry and radio lines this 
fall. 

A “three-spot sales plan” for wash- 
ers and ironers has been worked out 
_ to help dealers’ salesmen in their 
three basic selling steps: leads, dem- 
onstrations and closing. Number one 
is a tube of handy “spot remover,” for 

use as a door opener. Dealers may 
- select instead one of the other door 
_ Openers used successfully in previous 
_ GE drives. 
_ “Spot Number Two” in the plan is 
a handy library file box, containing 
pads of stickers used for demonstra- 
tion purposes. Salesmen do not have 
to memorize sales points, but simply 
read from the small pads, of which 
there is one for each model in the 
home laundry line. 

As the salesman describes each 
feature, he removes from the pad 
the sticker covering that feature and 
sticks it on the corresponding part 
of the demonstration machine. By 
reading from the small pad, the 
salesman cannot fail to cover every 
essential feature in logical order. 

The stickers need no moistening 
and may be removed without leaving 
marks. They are useful for window 
and store displays as well as demon- 
strations. Also, in home demonstra- 
tions, the pad can be reassembled 
and left with the housewife so that 
she can show it to her husband at 
night. This saves time and helps to 
sell the husband. 


Uses Coin Bank 


As the third step in the sales plan, 
the salesman gives the prospect a 
small coin bank, in which daily or 
weekly deposits can be made to accu- 
mulate installment money. “Buy 
with the money the washer saves 
you,” the housewife is told. 

G-E home laundry advertising this 
fall is being concentrated in direct 
mail and store displays. Direct mail 
pieces are sent to selected lists of 
prospects furnished by dealers them- 
selves. Mechanical details of mailing 
are handled by G-E at a cost to the 
dealer of ten cents per name. 

The direct mail campaign is 
launched with a highly-personalized 
letter addressed individually to the 
Prospect and signed by Mrs. Ruby G. 
Littlefield, director of the G-E Home 
Laundry Institute. The letter itself 
has a typewritten appearance. It is 
devoted to a brief description of the 
Home Laundry Institute and a gen- 
eral discussion of the laundry prob- 
lem. 

The personal letter is followed by 
three large folders in black and white 
and one color, telling the story of 
G-E washers and ironers with graphic 
illustrations and condensed text. 
Each folder carries the dealers’ im- 
print. 

A complete mat service for local 
tie-up advertising is provided. Con- 
tinuities for local spot broadcasting 
are also available. 


Plan Sales Campaign 


To help distributors in lining up 
new dealers, a mailing piece was de- 
veloped for their use. The folder 
contains a photograph of the individ- 
ual salesman who will contact the 
prospective dealer, captioned, “Within 
a week I will call on you.” 

Many awards will be made to re- 
tail salesmen in a “spotlight” cam- 
paign, a home laundry promotion. 
Merit awards in cash, amounting to 
from 25 cents to $1.50 per sale, de- 
pending upon the model washer sold, 
will be given, with additional awards 
on a percentage basis to those sales- 
men who sell more than $1,000 worth 


of merchandise during the campaign. 

Business publication advertising on 
the G-E home laundry line is being 
carried in Electrical Dealer, Elec- 
trical Merchandising, Electrical Re- 
tailing, and Home Ware. 

The autumn campaign on G-E radio 
is one of the most extensive in the 
company’s history, employing heavy 
newspaper and magazine schedules, 
in addition to cooperative advertis- 
ing, a wide variety of point-of-sale 
displays, sales training material, 
folders, and booklets. 


Using Large Space 


Backing up the “science-news” type 
of copy being run in 77 key newspa- 
pers and advertising in Collier’s, 
Popular Mechanics, Popular Science, 
QST, Radio Craft, Radio News, Sat- 


urday Evening Post, and Time, G-E 
is staging a business publication cam- 
paign, using large space in Radio ¢€ 
Electric Appliance Journal, Radio Re- 
tailing, Radio Weekly, and Service. 
Young & Rubicam is the agency. 

The newspaper campaign utilizes 
large space, from one-half to three- 
quarters of a page, and provides room 
at the bottom and one side for cards 
of local dealers, who pay for their 
share of space, while main copy is 
paid for by G-E. 

Provision has been made for co- 
operative advertising and promotion 
to be arranged between dealers and 
G-E radio distributors. The company 
has given distributors broad discre- 
tion in choosing mediums and deter- 
mining appropriations for their re- 
spective territories. Promotions sug- 


gested by the manufacturer include 
use of newspapers, spot broadcasting, 
direct mail, hand bills, outdoor post- 
ers, and local or regional sales con- 
tests. 


A Dramatic Approach 


Described as being “as dramatic 
and sound as the new metal tube,” 
which is featured in all current G-E 
advertising, the G-E radio dealer 
merchandising plan for 1935-36 has 
been outlined in a striking presenta- 
tion book, which in its physical ap- 
pearance ties in with the “metal” 
theme. The cover is of metal foil 
with a paper backing, and the pages 
are coated with aluminum metallic 
ink, while the spiral binding is also 
metal. 

Promotion material is offered on a 


subscription basis. A de luxe floor 
setting, created for department store 
use, has proven so popular that al- 
ready 1,000 have been sold. 

With each radio promotion service 
for which a dealer subscribes, G-E 
furnishes a “newspaper ad-desk,” a 
complete kit including a giant mat 
book, a pad of newsprint, paste, scis- 
sors, layout pencils, and scissors, and 
instructions. Cash prizes will be 
given for the best campaigns pre- 
pared with these materials. 


Picks Badger & Browning 


Royal Worcester Corset Company, 
Worcester, Mass., has appointed 
Badger and Browning to handle its 
advertising and merchandising. News- 
papers and radio will be used in New 
England this fall. 
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ADVERTISING AGE 


Cartoonist Aids 
Cause of Schick 
Bladeless Shaver 


New York, Sept. 18.—A cartoon last 
week was responsible for the first op- 
portunistic advertising move of 
Schick Dry Shaver, Inc., on its blade- 
less shaving device, heretofore adver- 
tised chiefly in magazines with inser- 
tions of some 60 to 80 lines. 

Webster, the well known cartoonist 
on the staff of the New York Herald 
Tribune, pursuing a humorous 
thought, unwittingly paved the way 
for the Schick copy a day or so later 
in the same paper. 


Portraying “Life’s Darkest Mo- 
ment,” Webster revealed the as- 
tounded husband of a lady who found 
an electric razor useful in removing 
surplus hair from the family pooch. 
Schick executives, and those of 
Briggs & Varley, Inc., the agency, 
discovered a marked resemblance be- 
tween the instrument in the lady’s 
hand and the Schick razor, even to 
the starting button. 


Illustrative Copy 


Their 200-line copy the following 
day, Wednesday, showed a man in an 
easy chair massaging his face with a 
high-speed, scissorlike Schick razor 
while reading a newspaper. 

“How can he?” they asked readers. 
“You can do this with a Schick 
Shaver. For you need no messy 


lather, no preparation whatever, and 
you get a quick, clean shave. 

“There are no blades in a Schick 
Shaver, so you cannot cut nor hurt 
yourself in any way. Continuous use 
of the Shaver rids your face of the 
dead, calloused skin which is re- 
placed by a younger, softer skin still 
easier to shave.” 


All of Hiram Walker 
to Fletcher & Ellis 


Fletcher & Ellis, Inc., New York, 
which, up to the present, has handled 
newspaper and business paper adver- 
tising of Hiram Walker, Inc., has 
been appointed for the entire account, 
effective Nov. 1. 

The agency will continue to handle 
advertising of Gooderham & Worts, 
Ltd., an affiliate of Hiram Walker. 


WOOD Joins NBC 


Radio station WOOD, Grand Rap- 
ids, Mich., combining stations WOOD 
and WASH, has been added to Na- 
tional Broadcasting Company net- 
works as an optional station available 
to either NBC-WEAF or NBC-WJZ 
hookups. Kunsky-Trendle Broad- 
casting Corporation, operator of 
WOOD, also own WXYZ, Detroit, 
which recently became affiliated with 
the NBC-WJZ network. 


Walter Stecher with 
O’Mara & Ormsbee 


Walter R. Stecher has joined the 
Chicago office of O’Mara & Ormsbee, 
newspaper representatives. 

Mr. Stecher was formerly with 
Ford-Parsons-Stecher, representing a 
number of important dailies. 


won sell aefrigeralors 


ON’T LOOK at the picture yet. First, for a minute, 
suppose you make refrigerators. And suppose you 
walk into the showroom of your favorite dealer, and find 
him trying to snare sales for you by showing boxing gloves. 
Would you say he was whetting his customer’s appe- 
tite for your refrigerator? Do you suppose a display of 
related products—say in a model kitchen—would make 


a little more sense? 


Then where would you rather have your advertise- 
ment in a magazine—opposite a prize fight article? Or 
among pages where new ideas on homes, decorations, 
kitchens, and food, are creating a mood that leads di- 


rectly to your product? 


(207 utility companies, when asked the same question, 
voted 30 to 1 that advertising is more effective in magazines 
which run articles on food and refrigeration.) 

In McCall’s, catch-as-catch-can competition between 
articles and advertising pages has been cured. Instead, 
the well-proved department-store methods of ensemble 
selling have been substituted. McCall’s sorts its contents 
into three magazines according to the three well defined 


interests of women. 


Do you want to show your food page, your refriger- 
ator, when she is thinking about such things? Use 


McCall’s HoMEMAKING. 


Do you want to show your beauty products when 
madame is mentally walking ‘oward you instead of 
away from you? Use McCall’s Sryte & Beauty. 

Have you something that will add to her pleasure, 


ae? 


M‘CALL’S 


her relaxation, her thirst for romance? You will find her 
in the mood, more pliant, when she is reading McCall’s 
Fiction & News. 

Make your advertising work harder by correctly tim- 
ing it to match her mood—in McCall's. 


CONSOLIDATED GAS COMPANY KNOWS what will make 
women stop and shop. They know that to build a model kitchen 
around the refrigerator leads the shopper’s thoughts skilfully from 
one device to the next, creating desire where none before may have 


existed. 


Similarly, McCall’s gives you the chance to put your advertising 
page where surrounding ideas and articles direct her attention toward 
your product instead of away from it. 


niente a 
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i MCall’s STYLE & BEAUTY 


BEAUTY AIDS - COSMETICS - PERFUMES 
HOSIERY - UNDERWEAR ~ CLOTHES 


OOD - ORUGS - ELECTRICAL EQUIPMENT 
CHILDREN'S NEEDS - HOUSEFURNISHINGS 


FICTION & NEWS 


TRAVEL: CIGARETTES - CAMERAS 
AUTOMOBILES - BOOKS - INSURANCE 


LIQUOR, RADIO 
PUT ON PAN BY 
WCTU SPEAKERS 


Atlantic City, N. J., Sept. 16.— 
The 61st annual convention of the 
national Woman’s Christian Tem- 
perance Union here bristled with 
sharp attacks on newspapers carry- 
ing liquor advertisements, and with 
scornful reference to the cultural in- 
fluence of radio. 

Dr. Harry Earl Woolever of Wash- 
ington, editor of the National Meth- 
odist Press, declared that “the press 
of the nation will determine the fu- 
ture of the liquor problem in the 
United States and the people may 
determine, if they will, what atti- 
tude the press will take.” 


Press’ Influence 


“If the press of the nation will 
simply report the truth unvarnished 
concerning the benefits and evils of 
the liquor traffic, it will be outlawed 
again within ten years,” he said. 
“At the present time the distillers 
and matters are buying up the influ- 
ence of the press in carrying on a 
great piece of educational propa- 
ganda with the idea of getting the 
youth and the women to become 
patrons of their trade. 

“This week, a great distilling or- 
ganization is bombarding the read- 
ers of the daily press along the At- 
lantic seaboard in an effort to per- 
suade the people to use a certain 
brand of whisky. This whole educa- 
tional program is one-sided as it 
tries to persuade the people that 
there are certain benefits to be de- 
rived from the use of alcoholic 
liquors. But no one is paying mil- 
lions of dollars to the press to pub- 
lish the facts concerning the public 
wrongs being wrought.” 


Ignoble Popes 


Without offering names, _ the 
Methodist editor charged that “some 
of the great newspapers whose his- 
tory goes back to slavery days, and 
which gave themselves to the des- 
truction of human slavery, are now 
the instruments of the other side of 
the national social problem and giv- 
ing themselves, perhaps for the ad- 
vertising revenue, to the anti-social 
forces. 

“What the Roman Catholic Church 
did to better the motion pictures, 
much to the benefit of the people, 
the socially-minded and home-inter- 
ested citizens can do through the 
press in curbing liquor propaganda. 
If ever a boycott was justified it is 
a boycott of that press which sells 
or lends itself for this kind of propa- 
ganda,” he asserted. 

Mme. Yolanda Mero-Irion of New 
York, advisory chairman of the 
Women’s National Radio Committee, 
offered a criticisr’ of radio from a 
cultural standpoint. 


The Villain Is Unearthed 


“The enemy of good radio,” she 
said, “is the advertising agency. It 
produces most of the programs 
which cultured people object to and 
writes out the continuity they find 
so boring. If it were up to the 
radio companies themselves I think 
the job of reforming would be much 
easier. Columbia Broadcasting 
System has taken a long step for- 
ward in limiting its advertising an- 
nouncements. 

“If you are one of the women 
who enjoy Wayne King’s music 
and used to groan and moan 
through the advertising announce- 
ments of that program, write and 
express your appreciation of the 
shortening.” 4 

Mme. Mero-Irion described crim 
story programs, even those in which 
the criminal is punished, as per- 
nicious in their effects upon chil- 
dren. She also criticized programs 
which she said present child singers 
of “torch songs.” Amateur hours 
the speaker declared unnecessary in 
view of “all the fine dramatic and 
musical talent that is waiting for a 
chance.” 4 
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RINSO IS NOT 
INFRINGEMENT, 
COURT DECIDES 


Lever Brothers Company 
Wins Long Fight . 


South Bend, Ind., Sept. 18—A 
sweeping victory for Lever Brothers 
Company and its bulk soap product 
“Rinso” was won in the United 
States district court here Saturday, 
Sept. 14, when Judge Thomas W. 
Slick ruled that “Rinso” is not an 
infringement of the “Super-Suds” 
patent owned jointly by Colgate- 
Palmolive-Peet Company and the 
Procter & Gamble Company. 

The decision ended the first 
stages of what is conceded to be 
one of the greatest patent suits in 
the history of chemical and indus- 
trial development in the United 
States. Notice of an appeal has not 
as yet been filed, but it was freely 
stated during the arguments in the 


suit last October and November, 
that the losing side will appeal 
from the district court decision, 
and that the higher court will ul- 
timately pass upon the controversy. 

Colgate-Palmolive-Peet claimed an 
accounting from Lever Brothers for 
amounts estimated to be in excess 
of $4,000,000, representing profits 
from the sale of Rinso since 1927. 
The Colgate-Palmolive-Peet  inter- 
ests claimed to have originated 
Super-Suds under the patents of 
Dallas R. Lamont in 1927, and to 
have sold an interest in those pat- 
ents to Procter & Gamble, under 
which products like Ivory Snow and 
similar bulk soaps were made. 

They claimed that Rinso, which 
has been made since 1919, was 
changed in form and process of 
manufacture after the Lamont 
patent, and became an infringement, 
both in product and in process of 
manufacture, of the Colgate-owned 
patent. 


Lever Bros. Vindicated 


The decision by Judge Slick of 
the federal court is a complete find- 
ing for the Lever Brothers Company 
in all important points. 

“While defendant’s product re- 
sembles to the casual observer, the 
product of plaintiffs,” he says in the 
concluding paragraph of his deci- 
sion, “it, in many respects, is quite 


dissimilar. I therefore conclude 
that neither defendant’s process nor 
its product infringes on the patent 
of the plaintiffs.” 

The court goes further and points 
out that constant improvement of 
product is to be expected from 
manufacturers engaged in compett- 
tive production of standard products. 

“Defendant since it began produc- 
ing and marketing its product in 
1919, made many changes, and it 
was not required to stop improving 
its product because of the issuance 
of the Lamont patent in 1927,” he 
said. “Indeed, it should be com- 
mended for the improvements de- 
veloped and for producing the very 
best article possible.” 

And in another phrase of the 
opinion Judge Slick said: 

“While an inventor is entitled to 
the full benefit of his invention and 
the patent issued thereon, care must 
be taken to protect the public 
against extravagant claims and 
claims of invention covering mat- 
ters already known and practiced in 
the art. This case furnishes a good 
example of difficulties frequently en- 
countered in differentiating between 
old processes and a new process em- 
bracing and overlapping many 
known properties.” 

The fight of the three great soap 
companies involved the production 
of soap by the hot-spray method, 


ARTISTS ° 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPEr 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


PROPER QUALITY 
Because of up-to-date 


equipment and best 
workmen 


Telephone WABASH 33 
All Departments 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 
COPYWRITERS °® 
PLANNING @ 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


QUICK DELIVERY 

Because of automatic 

machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be: pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* 


PRINTING PRODUCTS CORPORATION 


Polk and La Salle Streets 


Established 1888 


80 


ENGRAVERS °® 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets _ 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 


RUNNING OUT 


IN CASH 


PRIZES 


lreene Wicker, Kellogg's "Singing 
Lady,” is running out of children's 
stories after five years on the air, 
so she is asking Mr. & Mrs. John 
Public to help her out, via a 
$10,000 prize contest. This full- 
page advertisement appeared in 
two colors in a number of news- 
papers. 


by which practically all of the popu- 
lar package bulk soaps are now 
made. Hot soap is sprayed into a 
drying tower, where it is treated by 
blasts of hot air, and expands and 
cools as it falls. 

But the Rinso maker claimed the 
Super-Suds patents were limited to 
certain definite ranges of tempera- 
ture, both of the soap and of the 
air; and to currents of air moving 
downward with the soap; and also 
asserted that Rinso, made chiefly in 
the big new Rinso factory at Ham- 
mond, Ind., was made at other tem- 
peratures, and cooled by a current 
of air moving chiefly in an opposite 
direction to the soap. 

It took three years of work, from 
1931 to 1934, to complete the experi- 
ments and the exhibits to present 
the case to the court; seven weeks 
of continuous argument and testi- 
mony conducted by nearly a score 
of America’s best lawyers, and par- 
ticipated in by many witnesses, to 
present the matter in the South 
Bend court last fall; and nearly 
1,300 exhibits and 4,000 pages of 
testimony to preserve the record for 
the court and for the appeals that 
may be made. 

Chiefly, the court held for Lever 
Brothers Company throughout the 
findings of fact announced Satur- 
day. However, the Colgate claims 
that soap was utterly different from 
other products that had been pre- 
viously spray-dried by similar meth- 
ods, were to a large extent upheld 
by the court, thus destroying the 
value of much of the testimony and 
history of inventions that the 
Rinso lawyers presented to show 
the “prior art” of spray-drying. 


Findings of Facts 


But Judge Slick held definitely 
that the Lamont patent was re- 
stricted to certain temperatures, 
and movement of the air currents; 
and that Rinso was not made ac- 
cording to the specifications of this 
patent. 

His findings of fact, which accom- 
panied the decision, are summed up 
in these concluding paragraphs: 

“The Lamont patent as to its 
process and product claims is not 
infringed by the defendant’s accused 
Rinso process and product either 
in substance or in terms. 

“The Lamont patent is invalid 
unless limited both as to its process 
and product claims to the specific 
process and product disclosed by 
way of specific example, and as so 
limited is not infringed. 

“The Lamont patent is invalid 
unless limited to a process of con- 
trolled steam inflation and _ the 
product thereof, and as so limited 
is not infringed. 

“The process claims of the La- 
mont patent are invalid unless 
limited to a process in which there 
is employed a sufficient volume of 
drying gas at a sufficiently elevated 
temperature to maintain the par- 
ticles in their steam-expanded condi- 
tion until sufficiently dry. to retain 
their form and size, and as. so 
limited.are not infringed.’ ’ 


New York Show Aids 
Fall Fashion Promotion 


More than 1,500 fashion leaders, in- 
cluding those in charge of advertis- 
ing fashions, attended a large scale 
presentation of the Fashion Group, 
New York, at Hotel Astor last week, 
giving a composite picture of what 
women will wear this fall. 

Foremost authorities culled 2,000 
last minute costumes in selecting the 
100 “perfect ensembles” shown. 
Among the sponsors were E. W. Fair- 
child, Fairchild Publications; Conde 
Nast and Frank Crowninshield, 
Conde Nast Publications; William 
Frederick Bigelow, Good House- 
keeping; and Mrs. Ogden Reid, New 
York Herald Tribune. 


Holcomb Joins NBC; 
Jerry Cady Promoted 


Lawrence Holcomb, radio director 
of Fletcher & Ellis, Inc., has been ap- 
pointed continuity director of the 
Chicago division of National Broad- 
casting Company, effective Sept. 16. 

Jerry Cady, formerly his assistant, 
succeeds him as radio director at the 
New York office. 


Ferro Promotes Three 


D. L. Cable, of Ferro Enamel Cor- 
poration, Cleveland, has been ap- 
pointed to the post of sales manager; 
J. E. Hansen has been named director 
of service, and L. B. Hart director of 
field service of the company. 


@ We are all apt to followa 
certain routine of doing things, 
often overlooking BETTER methods 
of accomplishing the same task. 
For instance, a Typographer 
can set a series of advertise- 
ments, an Engraver can make 
the plates, and a Printer can 
print the portfolio, containing 
these same advertisements. It is, 
therefore, logical to assume that 
ONE reliable institution can pro- 
duce the COMPLETE job—under 
ONE roof—at a definite saving of 
TIME, TROUBLE and MONEY. This 
is the type of COMPLETE SERVICE 
we are giving advertising agen- 
cies and advertisers. It is a lot 
better than youimagine. Frankly, 
you will never know unless 
you try. Phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
write copy, prepare sketches and draw- 
ings—through every step of production. 


@ The production 
on this reduced 
advertisement for 
TheHumpHairpin § 
Manufacturing 
Co. was handled 
by Faithorn Corp. 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


DAY AND NIGHT SERVICE 


rome) os 4 z aa ae e is E cin 2 ” ; ¢ ws os < > wy ss %y a wae ae 5: = is = 7 * : hs i a . ‘i. . ; —_ * = S ¥4 iS ae . 
i . % \ , ; : 
Ce ee Se) 
- = PF Sei 
RR ER A AN I A RR RR tt ANE NA i A A EY NCEE NR Na RRR ASAIN NN, NR LE on IR ARR AER AT RISER ARN ES T_T AL TT NR ss 
on ——————— eee a — 
ce | 
| 2 ‘ n 
THE NINGING LADY | 
tots Pour Le-eperatien d : 
ema a a 
7 ah Te em +4 “ . | 
tisesises | | 
SSS =| | 
SAE | | 
SS a 
x j ‘ > 
s « ] 
. O a 4~ mé 
; 310.000 =_ | | sal 
a ES SS a | br 
a | |= ar +. 
ake —— Se: SSS HF" “ y ad 
ae Beer eo hei rar comers CI 
ae Boe SR Ga / es 
tice || t= 9 2S Se NS 53 
aoe Eee: | "it SPS eee Se er 
ae of 
SWAN eT | 
, sth se hig ps 
re eh 8] 
cig w 
ee te ee 
pre tc 
Spec" ; $i 
Pei Oo ———— 
nea aig N 
meer oe 7 
Shera | 
heres SEE a = 
gee ae 
eos d 
tities F 
en 
pore ae t 
ces ER | 
| 
° | 3 
: | 
| Me never 
W. 
; 
unless , 
know | 
 _* , 
: | 
Media | 
| ) 
eel | 
i ae 
eee 
- ee 
; 
| ee) | 
iin ls pe OC 
aia ‘4 ate Te 
See me = (|p 
eee oe aE: ea ee | 
iy eee were 3S a ea es | 
aia ome 152) be | 
; es ry io | 1s | 
fai 5 ' ~ top ad Be er Se | 
cane ies “ 
on ,. q 
e ee 
pe ee 
ee a Po 
halal 
* a 
os | 
_ Eh Woman 
$0 Att = tvERv 5 
E a a | pe | , % ae 
a ca ce 
ak, as HOLD-BOBS: 
fo SKS Pe gy ea 
SSE aa “4 
a = 
5 \ + SSccomE 
Ag 
| > ~ Ie 
BY 
a 
} 
| | Pe 
: | 
} 
| 
= ee ee 
1 ee 
| a 
; | : » 
a , Eas 
- 
ae ae AS ela- 7 Pairs < piper aoe ke a px: ae. pues ee Kier eee dee = i ase ee ee oe a Ys AS Deets." Silane. Fat) Ar 2 a tie Bee zh ey hissy a nies az ee eae = Phy. Ne Aw, es ie rsa ae 
ERE eit 3's. Se PR penta ars ath. Nea ed ear gaoh is (queen Oey eps ahs Ruiopee: CR SSM Bee ag ohne) oo Oa 
rere STN Ie ET Ps Rae eae uu aia ae as = een tine ee aa ae cs ae = Be ler eh or a Rae Pe peranee SESS Ra ee oO a ear re ES ee oe: 
ee: (ae, Site s eee ore yeaa Ste Be sk oe is Fhe 50 eee byt eie a gee Sie ne ia Sea mone (oleae ot sas Se at eS eee sei ners aN ifn sta or eared tay SS Fae ern ee ee ees De eet Sete are oe oe a eS 


September 23, 1935 


ADVERTISING AGE 


17 


NETWORKS’ TIME 
SALES MAINTAIN 
FORWARD MARCH 


New York, Sept. 19.—The two 
major networks rolled up time 
sales of $2,900,385 during August, 
breaking all records for that month 
in network history. 

The previous high for August was 
in August of 1931, when NBC and 
CBS time sales amounted to §$2,- 
527,256. Sales in August, 1934, ag- 
gregated $2,248,870. 

For each month of 1935, the total 
of NBC and CBS time sales has sur- 
passed the time sales of any corre- 
sponding month since the networks 
were organized. 

CBS time sales during August 
totaled $879,019, compared with 
$513,315 in the same month of 1934. 
NBC registered time sales of $2,021,- 
366 during August, as against $1,- 
735,555 in August last year. 

How They Stood 

The largest user of network time 
during that month was General 
Foods Corporation, which spent a 
total of $213,496, divided as follows: 
Certo, $31,512; G-F Cooking School, 
$11,762; Maxwell House coffee, $63,- 
950; Post Toasties and _. bran, 
$106,272. 

In second place was Procter & 
Gamble Company, whose total of 
$182,121 was spent as_ follows: 
Camay, $27,347; Chipso, $26,372; 
Crisco, $42,174; Dreft, $1,998; Ivory 
soap, $43,436; Oxydol, $40,794. 

Third in line was Standard 
Brands, Inc., which spent $145,905, 
divided as follows: Aspic gelatine, 


$11,564; Chase & Sanborn coffee, 
$51,050; Fleischmann’s yeast for 
health, $43,955; tea and gelatine, 
$39,336. 


In fourth place was Colgate-Palm- 
olive-Peet Company, which spent a 
total of $88,368, of which $57,040 
was for Palmolive soap, and $31,328 
for Super-Suds. 

Other large users of network time 
during August included: Lady Es- 
ther Company, $88,160; Pepsodent 
Company, $87,595; Dr. Miles Labora- 
tories, $79,083; Kraft-Phenix Cheese 
Corporation, $76,044; American To- 
bacco Company, for Lucky Strike 
cigarettes, $72,800; Campbell Soup 
Company, $70,150. 

Ford Motor Company, $65,406; 
General Mills, Inc., $51,142, of which 
$26,891 was spent for Bisquick, $7,- 
751 for Gold Medal flour, and $16,- 


500 for Wheaties; Lever’ Bros., 
$49,958; Shell Eastern Petroleum 
Products Company, $47,150; and 


Kellogg Company, $46,247, of which 
$23,221 was spent for Corn Flakes, 
and $23,026 for Pep cereal. 


Open Detroit Office 
Jackson & Moore, radio station rep- 
resentatives, Chicago, have opened a 
branch office at 810 Stephenson Bldg., 
Detroit. 


+ Mranoractuners who 
are looking for action on the Federal 
Housing Act. look to the plumbing 
and heating industry. Plumbing and 
heating contractors are now the cen- 
tral force around which modernizing 
and remodeling is moving. ' 
Now is the time to go before these 
contractors with your story. because 
they are alive to the new business 
possibilities. They are being called 
upon daily to furnish new equipment. 
and whether or not that equipment 
is yours, depends upon the direction 
and force of your own efforts. Reach 
these key contractors through 
DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
1900 Prairie Avenue, Chicago. Ill. 


Gets London Shoe 


London Character Shoes, Inc., New 
York chain of 13 men’s shoe stores, 
has appointed the Peck Advertising 
Agency, Inc., as its advertising and 
merchandising counsel. Newspapers 
and radio will be employed in intro- 
ducing a change in price policy. 


Joins “Radio Today” 


Vinton K. Ulrich has joined the 
editorial staff of Radio Today, new 
magazine in the radio industry, with 
offices at 480 Lexington Ave., New 
York. 


Adwomen Meet 
Philadelphia Club of Advertising 
Women opened its fall program Sept. 
14 with a business meeting followed 
by dinner and entertainment at 
Grakelow’s farm near Hatboro, Pa. 


FDIC Draws Up 
Rules on Bank 


Advertisements 


Washington, D. C., Sept. 19.— 
Régulations designed to aid and pro- 
mote bank advertising as well as 
define the limits of the Federal De- 
posit Insurance Corporation’s coop- 
eration have been formulated by the 
board of directors of the corpora- 
tion. 

The mandatory phases of the 
regulations are expected to be made 
public soon. The Banking Act of 
1935 requires that all banks include 
a statement of their participation 


in the FDIC in all advertisements 
relating to deposits. 


Committee Named 


In order that the regulations may 
be adapted to the practical require- 
ments of advertising, the FDIC 
called into conference a committee 
of the Financial Advertisers Asso- 
ciation, which named for this pur- 
pose Stephen Fifield, Barnett Na- 
tional Bank, Jacksonville, Fla.; C. 
Delano Ames, Maryland Trust Com- 
pany, Baltimore; and Fred M. 
Staker, Commerce Trust Company, 
Kansas City, Mo. 

In the main, the regulations will 
state that where use of the bank’s 
name includes an implied invitation 
to do business with the institution, 
the FDIC will be specified. On the 


other hand, when the name alone 
appears, designation of the bank as 
“insured” will not be required. 


Bernsley Appointed 

S. Cecil Bernsley, formerly of Sum- 
merfield’s, Boston furniture store, 
has been named publicity director of 
Kennedy’s, apparel shops in Boston 
and other New England cities. He 
succeeds E. E. Umland, who resigned 
to join Young & Rubicam, Chicago. 


Weiler Agency Named 

Sidney H. Weiler Advertising 
Agency, Philadelphia, has been ap- 
pointed for the account of Leibert 
and Obert, makers of Manayunk 
Pilsner beer. An extensive campaign 
is planned, to include newspapers, 
radio, outdoor and displays. 
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CENSUS OF U. S. 
BUSINESS BEGUN 
WITH WPA FUNDS 


Washington, D. C., Sept. 19.— 
The census of business, announced 
several weeks ago, was started this 
week, Secretary of Commerce 
Roper has revealed. 

The new census is expected to 
make available data of importance 
to large business interests as an aid 
to expansion, and to secure definite 
knowledge of recent changes. 

A limited census will also be un- 
dertaken in connection with the so- 
cial security act. This will include 
an alphabetical index of all in- 
dividuals covered by the census of 
1900. 

The census of business is being 
financed under the Works Progress 
Administration and will employ up 
to 35,000 individuals. It will cover 
the following eight major groups: 
wholesale trade; retail trade; busi- 
ness services; miscellaneous busi- 
ness enterprises; construction and 
real estate; banking, finance and in- 


surance; professional services; and 
transportation and communication. 


A New Service 


“The bureau of the census early 
this year,” the department of Com- 
merce said, “completed a census of 
American agriculture, and a census 
of manufactures is taken every two 
years. In 1930 the census bureau 
took a census of distribution which 
covered the calendar year of 1929, 
and a census of American busi- 
ness was taken in 1933 covering the 
mid-depression period. With the 
completion of this census there will 
be in existence, therefore, studies 
showing in detail conditions as they 
existed in agriculture, manufacture, 
retail and wholesale trade and busi- 
ness service establishments just 
prior to the depression, during the 
worst of the depression era and dur- 
ing the period of the country’s emer- 
gence from the economic recession.” 

Headquarters for the preliminary 
tabulation of the business census 
will be Philadelphia, with St. Louis 
the headquarters for the social se- 
curity census. 


Chirurg Appoints Edsall 


Richard L. Edsall, formerly on the 
staff of Lambert & Feasley, Inc., New 
York, has been named director of re- 
search for James Thomas Chirurg 
Company, Boston. 


Brandy Effort 
Employs Papers 
In Key Cities 


Chicago, Sept. 19—A widespread 
campaign, reported to be the larg- 
est ever launched on brandy, has 
been placed under way for Victor 
Hugo Brandy, product of Fruit In- 
dustries, Ltd., Los Angeles. News- 
papers in key cities are being used. 

Copy will tell the public about the 
advantages of brandy straight, with- 
out a “chaser.” Emphasis will then 
be placed upon the adaptability of 
brandy for use in old-fashioneds, 
stouts, cocktails and brandy-and- 
soda. 

National advertising on Victor 
Hugo and other Fruit Industries 
wines and brandies is handled by 
Fletcher & Ellis, Inc. 


Collins Names Byren-Weil 


Byren-Weil-Weston, Inc., Philadel- 
phia, has been appointed by John T. 
Collins, Jr., Company, investment 
securities, Philadelphia. 


Quix Name Critchfield 

Quix Laboratories, Chicago, have 
appointed Critchfield & Co. to handle 
their advertising. 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AcE. 


Information for Advertisers— 
No. 809. Facts on Export Advertis- 
ing. 


This booklet, issued by the Asso- 
ciation of International Publishers’ 
Representatives, gives in detail im- 
portant points on international ad- 
vertising and marketing practices, 
and foreign market statistics, as well 
as a list of individual representatives 
and their publications. 


No. 810. The American Hairdresser 
Beauty Field Census Chart. 


Compiled by American Hairdresser 
from U. S. Census figures released 
May, 1935, this chart gives a graphic 
picture of the distribution of the 
$116,795,000 receipts of beauty shops 
in 1933. A table is shown which gives 
in handy alphabetical form, by states, 
the net sales volume of beauty shops, 


but lasting characteristics of beauty are beneath the surface. In 
CHAMPLAIN BOOK papers you, get not only surface-beauty but built-in 
quality. It is one of today’s best paper values for distinctive direct mail 
advertising. Four finishes permit a wide range of use—for halftones, — 
Super-calendered and English Finish, —for line plates, —Eggshell and water- 


marked Text, with envelopes to match. Write for sample literature. 


PLEASE ADDRESS ALL REQUESTS TO SALES DEPT. F 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. 
Branch Offices: Atlanta, Boston, Chicago, Cleveland, Philadelphia, Pittsburgh 


CHAMPLAIN BOOK 
A wtianationahde 


percentage of U. S. total, and Amer- 
ican Hairdresser circulation by states 
and percentage of total circulation. 


No. 811. Case Histories of Packaging. 


The importance of the right paper 
for creating packages that produce 
permanent sales increases is told in 
this folder issued by Riegel Paper 
Corporation. Case histories of the 
packaging problems of various manu- 
facturers are given, with solutions of 
the problems and reasons for the 
adoption of changes in package de- 
sign. 


No. 804. Midwest Farm Papers Mar- 
ket Data, 


The 21,594,712 people living in the 
midwest states are neatly pigeon- 
holed in this data compiled by the 
research department of Midwest 
Farm Paper Unit, Inc. Population 
distribution is given in racial and 
national groups, and numbers, as 
well as percentages, of population 
are shown for farms, villages, towns 
and cities. 


No. 805. Second Annual Fall Minne- 
sota Business Map. 


Because Minnesota’s most impor- 
tant source of income is agriculture, 
the condition of its agricultural pro- 
duction forms a sound basis for 
determining business possibilities 
throughout the state. This map, con- 
taining comparative figures and de- 
tailed information on the crop and 
livestock situation, is distributed by 
the business departments of Minne- 
apolis Tribune, Minneapolis Journal, 
St. Paul Dispatch-Pioneer Press, St. 
Paul Daily News and The Farmer, 
St. Paul. 


No. 777. The Rich County Food Mar- 
ket. 


Farm families are 20 per cent 
larger than those living in cities or 
small towns and they cannot repair 
to the restaurant for their meals. 
Working from this premise, The 
Farmer’s Wife, St. Paul, has an- 
alyzed the food market on the farm 
in a new booklet, “The Rich County 
Food Market.” Brand preferences 
for many lines are indicated as one 
interesting feature of the survey. 


No. 783. “What Does Jake Think?” 


Jake, a former farmhand, me 
chanic and taxi-driver, whose hunches 
on radio proved valuable to a tire 
company, explained to a CBS man 
why radio advertising builds good 
will, how radio entertainers become 
friends, whose advice consumers fol- 
low. This book relates Jake’s opin- 
ions. The book contains nary a 
statistic. Veering still further from 
precedent, it is printed on wrapping 
paper and bound in burlap. 


No. 784. 57 Gravure Newspapers— 
and Why the Gravure Groups. 

Gravure Service Corporation has 
furnished in compact form material 
for a preliminary survey of all gra- 
vure newspapers published in the 
United States. Circulation, line 
rates, and page rates are listed for 
quick analysis by advertisers. 


No. 803. County Count of Farmer- 
Stockman Circulation. 

This folder, issued by Farmer- 
Stockman, Oklahoma City, Okla, 
gives an analysis of the publication’s 
circulation by counties, taken from 
the publisher’s A. B. C. report as of 
June 30, 1935. 


DO YOU NEED A 
NEW ENGLAND 
SALES MANAGER 


An experienced Branch or District 
Sales Manager, well known through- 
out New England—available at once. 
Knows how to organize complete 
wholesaler-retailer set up—can 

over present salesforce or build one 
and get results. Developed a Million 
Dollar Business for one mfr.—from 
scratch —can furnish unquestionable 
references, both as to character and 
ability. Bond if necessary. Salary ar- 


I d to rtunity. 
Address R. L. L., Boston Dost, Bos- 
ton, Mass. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V.. 116 S. Mich. Bivd., Chicage 
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HOYT DIRECTS 
NEW FEDERAL 
ALCOHOL UNIT 


Ad-Scrutinizing Agency May 
Assess Fines 


Washington, D. C., Sept. 18.— 
Franklin C. Hoyt, former judge of 
the children’s court in New York 
City, and grandson of Salmon P. 
Chase, secretary of the treasury un- 
der President Lincoln, has been 
named by President Roosevelt as ad- 
ministrator of the federal alcohol 
unit of the treasury department. He 
succeeds Joseph H. Choate, who 
served during the code period of al- 
coholic control. 

Harris Willingham, assistant ad- 
ministrator under Mr. Choate, will 
continue as an assistant to Admin- 
istrator Hoyt. 

The new administrator achieved 
national prominence when he won 
first prize of $25,000 in the Hearst 
temperance contest in 1929, for an 
essay on temperance. 

The new Federal Alcohol Admin- 
istration will have power to fine of- 
fenders, as well as revoke or suspend 
licenses, whereas the old agency, 
outlawed by the Supreme Court rul- 
ing on NRA, had no power to assess 
fines. Instead of working through 
code authorities, the FAA will en- 
force its own rules by direct action 
against violators. 


Approved 10,000 Labels 


In the period in which the old or- 
ganization was in control, licenses 
were given to 16,000 manufacturers 
and wholesalers, it is stated here. 
Approval was given to approximately 
10,000 of the 29,500 labels submitted 
by dealers. A “limited approval” 
was granted to 14,094 other labels. 
The remainder were rejected. Co- 
operation was attempted with adver- 
tising agencies in an attempt to 
avoid the publication of misleading 
copy. 

By vetoing labels declared to be 
“misleading” and by revoking li- 
censes of companies declared to be 
following “unfair” practices, the 
FACA sought to regulate the alco- 
holic trade. Especial attention was 
given and is expected to be given to 
“tied houses,” that is, retail estab- 
lishments pledged to buy only from 
one producer or wholesaler. 

The FAA has already indicated 
that it will continue to press this 
phase of its regulation and is ex- 
pected to give immediate attention 
to the problems of prizes and pre- 
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miums, labeling and general adver- 
tising. 

Officials here have declared that 
the “tied house” condition was found 
most often in the brewing industry. 
While 15 cases were investigated, 22 
cases were noted in which prizes, 
loans, fixtures and signs, were sup- 
plied to the retailers. Some of these 
have been placed before the Depart- 
ment of Justice for possible action. 


Has Broad Powers 


The powers of the FAA, a division 
of the Treasury, are believed to be 
broader and more inclusive than un- 
der the previous code administra- 
tion. . 

Under the head of misleading ad- 
vertising it is indicated that control 
will be maintained over statements 
as to quality, quantity and prices of 
products and disparagement of com- 
peting companies. 

Advertising which tends to stimu- 
late drinking by women, has been 
and is expected to continue to be, 
considered objectionable. 
Advertising of all kinds, by radio, 


in newspapers, periodicals and other 
publications, by any sign or outdoor 
advertising devices, “or any other 
printed or graphic matter” of dis- 
tilled spirits, wine or malt beverages, 
designed to induce sales in interstate 
or foreign commerce, will be re- 
quired to conform with the regula- 
tions of the FAA, 

Consignment sales to and by trade 
buyers are outlawed, as are sales 
which involve the acquisition by dis- 
tillers and brewers of the “dead 
stock” of competitors. 


E. D. Reed Named 


Edward D. Reed, formerly Aus- 
tralian branch manager of Bowman, 
Deute, Cummings, Inc., Los Angeles, 
has joined Blitz & Short, Portland, 
Ore., as merchandising consultant and 
account executive. 


Finch Joins Hagg 


Clayton Finch, former advertising 
manager of News and Star, Shawnee, 
Okla., has joined Arthur H. Hagg & 
Associates, newspaper  representa- 
tives, Chicago. 


National Newspaper Boy 
Week to Be Observed 


National Newspaper Bov Week, 
sponsored by members of Newspaper 
w~Jys of America, anc., wii be ob- 
served throughout the country for 
the first time, Sept. 29 to Oct 5. Par- 
icipating newspapers are planning a 
gala week of entertainment features 
for their carriers. 

A series of newspaper advertise- 
nents featuring the week’s program 
has been released, and posters and 
store window displays have been 
planned to keep the carriers in the 
spotlight during the week. 


Express Agency on Air 

Railway Express Agency, Inc., New 
York, has purchased the new recorded 
program, “The News Parade,” from 
Jean V. Grombach. It will be spotted 
over WOR and 12 other stations in as 
many leading cities. - 


China Checks Advertising 


A new Chinese law prohibits adver- 
tising “at variance with the best cus- 
toms and traditions of the Chinese 
people.” 


MANY people see 
WHERE they live. 


of free tickets— and 


This plan links up your talking 
picture with your prospects 


Modern Talking Picture Service shows your company’s 
talking picture to consumer audiences anywhere at any 
time. And builds up the finest kind of local prospect 
lists for your dealers. 

Signed tickets turned in at the show, tell you HOW 


the picture—WHO they are— 


You furnish the picture . . . 
and Modern Talking Picture 


Service does the rest 


You need only supply the picture 
—made by any one of a number of 
competent producers—and name 
the communities you wish to reach. 

Modern Talking Picture Service relieves your organ- 
ization of all details of booking, distributing and 
showing the picture. Advance men secure auditoriums 
—arrange for local publicity, advertising, distribution 


get your dealers enthusiastically 


“back of” your show. 

A crew of skilled operators comes to town the day 
of the show—sets up the Western Electric sound equip- 
ment — puts on your show in a professional way that 
makes a fine and lasting impression. 


Liquor Papers Merge 

Liquor Store and Dispenser, New 
York, has acquired the monthly, 
Wine and Spirits Merchandising, the 
third publication it has absorbed 
since its advent in the field. The 
other two papers were Wine and 
Liquor Profits and Liquor Selling. 


Paper Organizes Grocers 


Il Commerciante Italiana, Italian 
commercial newspaper published in 
New York, has organized Italian 
grocers in the metropolitan area into 
a new association, Amerita Grocers’ 
Association, Inc. 


Nu-Enamel Gets Olson 


Edwin C. Olson, formerly with 
Erwin, Wasey & Co., Inc., Chicago, 
has been appointed advertising man- 
ager of Nu-Enamel Corporation, Chi- 
cago. 


Maloney Buys “Press” 

Joseph A. Maloney, former business 
manager of the paper, has purchased 
New York Press, a weekly devoted to 


sports and turf news. 


Some users of the service 


Goodrich, Heinz, Libbey-Owens-Ford, Plymouth, Ford 
and General Motors are some of the alert merchan- 
disers who have reached thousands of prospects through 
Modern Talking Picture Service. 


Not a new plan—tested 4 years 


You are not asked to experiment with Modern Talk- 
ing Picture Service. The experimenting has all been 
done during the past four years. The service offered 
you is a thoroughly tested one which has already proved 
its ability to build local good will and sell merchandise. 


Operated by Electrical Research Products, Inc. 
250 West 57th Street, New York, N. Y. 
Units traveling out of all key cities. 


Modern Talking Picture Service 


250 West 57th Street, New York, N. Y. 


Gentlemen: I want to hear more about your service. Please have 
a representative call. (Write your name and address in the margin) 
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September 23, 1935 


PROMOTION DRIVE 
FOR NEWSPAPERS 
GAINS MOMENTUM 


Chicago, Sept. 19.—Sixty - seven 
newspapers in 54 American cities and 
a large number of newspapers 
throughout Canada are now cooper- 
ating in the “Point of Shopping” 
campaign designed to focus attention 
of advertisers on specific advantages 
of newspaper advertising. 

The campaign, which is being con- 
ducted in the newspapers’ own adver- 
tising columns and in their advertis- 
ing in other publications, is built 
around the slogan, “Newspaper ad- 
vertising is Point of Shopping adver- 
tising.” 

The slogan was devised in an ef- 
fort to capitalize upon the fact that 
the newspaper is the retailers’ adver- 
tising medium and must sell goods 
every day. The phrase “point of 
shopping” is a paraphrase of the ex- 
pression “point of sale” or “point of 
purchase” used in connection with 
display material placed by manufac- 
turers in retail outlets. 

One hundred thousand stickers 
have already been distributed to 
newspapers for use in connection 
with the “Point of Shopping” cam- 
paign. These will be attached to 
correspondence and direct mail going 
to agencies and advertisers. 

The Canadian Daily Newspapers 
Association has arranged to supply 
the electros of the campaign series 
to any of its members desiring to co- 
operate in the campaign. 

With additional newspapers join- 
ing in the drive every day, it is ex- 
pected several hundred will be run- 
ning the promotion advertising in a 
few weeks. Newspapers now coop- 
erating are as follows: 

Akron Beacon Journal; Asheville, 
N. C., Citizen & Times; Atlanta 


Georgian and Sunday American; Bal- 
timore Sun; Binghampton, N. Y., 
Press; Bloomington, Ill., Pantagraph ; 
Boston American and Sunday Adver- 
tiser; Christian Science Monitor; 
Buffalo, Courier-Express; Charleston, 
W. Va., Gazette; Charleston, S. C., 
Post and News é& Courier; Chatta- 
nooga News; 

Chicago American, Herald and Ex- 
aminer, Times, Tribune; Cincinnati 
Times-Star ; Columbus Dispatch ; Day- 
ton Herald; Des Moines Register and 
Tribune; Detroit Free Press, News, 
Times; Duluth Herald and News 
Tribune; Erie Dispatch - Herald; 
Fresno Bee; Grand Rapids Press; 
Houston Chronicle; Haverhill, Mass., 


Gazette; 
Indianapolis News, Star; Kansas 
City Star; Lancaster, Pa., Intelli- 


gencer Journal; Lexington Herald; 
Milwaukee Sentinel; Minneapolis 
Journal, Tribune, Star; Mobile, Ala., 
Register and Press; Modesto Bee; 
Muskogee, Okla., Phoenix and Times- 
Democrat; Nassau, N. Y., Daily Re- 
view; 

Newark, N. J., Star-Eagle; New 
Britain, Conn., Herald; New Orleans 
Times-Picayune; New York Amer- 
ican; Oklahoma City Oklahoman; 
Philadelphia Inquirer; Pittsburgh 
Post-Gazette, Press, Sun-Telegraph; 
Poughkeepsie, N. Y., Star & Enter- 
prise; Providence Journal and Bulle- 
tin; Raleigh, N. C., News ¢ Observer; 

Richmond, Va., News Leader; Sac- 
ramento Bee; St. Louis Globe-Demo- 
crat, Post-Dispatch; San Francisco 
Call- Bulletin; Springfield, Mass., 
Union and Republican & News; 
Springfield, Mo., News; Toledo Blade; 
Toronto Star; Towanda, Pa., Daily 
Review; Trenton, N. J., Times ; Wash- 
ington, D. C., Star; Wichita Beacon; 
Wilmington, Del., Journal- Every 
Evening and Morning News. 


C. E. Bell Advanced 


Charles E. Bell, for more than ten 
years superintendent of the dining 
car department of Seaboard Airline 
Railway, has been appointed passen- 
ger traffic manager, in charge of ad- 
vertising, with headquarters at Nor- 
folk, Va 


"D 
READERS OF 
HAVE 
WITH THE CUENT 


1D YOv KNOW THAT THE 


ARCHITECTURE 


SETTLED Most PROBLEMS 


NEWS OF THE PROSEcT BECOMES 
PUBUC PROPERTY THROUGH THE 
FILING OF A CONTRACT © 


ier ARCHITECTURE 


HELE You FIND tHE REAL 
Live PRoshece 


BEFORE THE 


Arthur Pryor, Jr., BBDO v.p., 
in-law of glamorous Ann Sothern. 


Rudy admires and shares... 


united... 


matrimony Nov. 24... 


of American Chicle Company... 


Mrs. A. S. Ashenhurst, v.p. of 


in Nova Scotia... 
on an Oriental jaunt... 


the controls. 
watching.” ... 


fensive Bridge.” . 


home at Scarsdale... 


Getting Personal 


may suddenly find himself the brother- 


Brother Roger, the actor, inspires 


the tender passion in the bosom of the screen beauty... 

Don Davis, manager of WHB, Kansas City, made copy for an in- 
quiring photographer on the latest of his many visits to New York. He 
came out emphatically in favor of Maude Adams’ return to the stage... 
Other advertising people who have appeared in this newspaper feature 
the past week are Alan Fink, Charles G. Craft and Alfred Kennedy... 

Ben Minden, of the Minden Press, and several other interesting 
people are enjoying a vacation as guests of Rudy Vallee at his summer 
home, Lodge “A,” on Lake Kezar in Maine. 
phone or warble like a thrush, but he has other accomplishments which 


Ben can’t play the saxo- 


Louis E. Kirstein, president of the Associated Merchandising Cor- 
poration, Mrs. Kirstein, and Felix Feist, 
from European vacations on the Isle de France Tuesday. . 

Dorothy Henkel, formerly of the Conde Nast art department, and 
Gerald Dunne, real estate man and sportsman, have been permanently 


M-G-M sales manager, returned 


George Mitchell, space merchant in the New York office of the 
Chicago Tribune, and Mabel Merritt, Larchmont lass, will cure it with 


Charles W. Barton, partner in the new firm of representatives, is 
the brother of Bruce Barton. Charles was formerly a.m.&assistant g.s.m. 


Bain Thompson, who apportions time among Yankee Network ad- 
vertisers, is the proud pop of the masked radio editor of the Boston 
American, who signs himself “N.F.T.” . 


Blackett-Sample-Hummert, Inc., i 


really Mrs. E. F. Hummert. That’s been her name for weeks... 

Hy Levy, Newark agency president, has returned from a vacation 
Roy Howard sailed from San Francisco last week 
Athel Denham, of Schipper Associates, has 
added a second son, Alexander Roger, to his family circle. . . 

Joe Dawson, of Tracy-Locke-Dawson, Inc., has had enough hours 
in the air to qualify for a transport pilot’s license—if he had been at 
However, he is sure he has learned to fly “just from 


Vic Fitch, manager of toilet brush sales for Pro-Phy-Lac-Tic, has 
returned from a business trip to the Coast, pausing on his return to 
admire the Douglas firs and Sequoias in the high country... 

Willard Karn, v.p. & g.s.m of Maryland Distillery, is none other 
than the Willard Karn, who was ranked as the best bridge player in 
the world while he was at it. He was one of the famous “Four Horse- 
men of Bridge,” who mowed down all opposition in 1930 and 1931. He 
wrote “Karn’s Bridge Service,” before going on to other matters. . . 

E. M. Lagron, of the Gardner agency, is also a bridge hero, being 
president of the Western Bridge Association and the author of “De- 


Kenneth Hogate, of the Wall Street Journal, his wife and their 
daughters have left their country place at Pawling for their winter 


While Frederick & Mitchell, successor to the agency founded by 
Carl M. Green, is liquidating, Mr. Green is living in Pasadena, Cal., in 
peace and plenty. He sold out during the lush days of the late 20’s. . . 

Three friendly enemies joined hands to celebrate Constitution Day 
in Chicago Tuesday. Col. Robert R. McCormick, publisher of the Chicago 


Tribune, presided at the mass meeting at the Chicago Stadium. Homer 
Guck, publisher of the Chicago Herald and Examiner, and Col. Frank 
Knox, publisher of the Chicago Daily News, who is regarded as of the 


to L. D. Milligan, vice-president of 


sixth year. 


Bill” .to his intimates. 
Band... 


tion .. 


did a smooth job of it... 


agency handling the Oxydol account. 
of radio fame, plant a garden, and then offered listeners a package of 
seeds. The response took everybody’s breath away. . 

Colette Cammisar, gracious reception clerk for Frederick & Mitchell, 
has landed with Aubrey, Moore & Wallace, Chicago agency. . 

Dan Sullivan, live wire promotion manager of the Pittsburgh Press, 
is now organizing classes in advertising at Duquesne University for the 
He has turned out some winners... 

Ford Billings, manager of Station WCAE, Pittsburgh, is now set- 
tled down in new quarters atop the Hotel William Penn, Pittsburgh. 
The station has an unusually modern and commodious studio... 

William E. McFee, American Rolling Mill Company, is “Trombone 
He blows a mean horn in the famous Armco 
George O. Hays, Steel, handled the arrangements for the 
publishers’ reception in honor of the N. I. A. A. at the Pittsburgh con- 
vention last week. This is one of George’s standard assignments. . 

Friends of Malcolm Muir, president of McGraw-Hill, 
much pleased to learn that his son, 
accident several weeks ago, is now out of danger, although he will be 
compelled to spend several months in the slow process of recupera- 


stuff of which Presidents are made, provided the oratory. . . 
Many of the flowers which bloomed this summer nodded smilingly 


Blackett-Sample-Hummert, Chicago 
Mr. Milligan had “Ma” Perkins, 


have been 
seriously injured in an automobile 


L. V. Brooks, promotion manager for Sweet’s Catalog Service, made 
a hit at the N. I. A. A. convention by supplying the customers with 
match-boxes designed to resemble the famous catalogs... 

J. A. Cullison, advertising manager of the National Fireproofing 
Company, who is secretary of the Pittsburgh Advertising Club, helped 
in entertaining the visiting firemen. . 
tising chief, was general chairman of the convention committee and 


. Clint Grove, Blaw-Knox adver- 


Fred Bohen, head of the Meredith publications, who hails from 
the state where the tall corn grows, failed lamentably to uphold Iowa’s 
reputation for horseshoe pitchers, going out in the first round of the 
tournament of the N. P. A. at Shawnee. 


Sears, Roebuck & Co. 


Enter British Market 


Searsint, Ltd., a British-owned 
company, has been formed to distrib- 
ute Sears, Roebuck merchandise in 
the United Kingdom. Managing di- 
rector of the organization is E. M. 
Green. Other directors are G. F. 
Dixon, N. Holzer and Sir Arthur 
Mitchelson. 

It is not known whether Sears will 


open their own retail stores in Eng- 


land, but business circles have been 
quick to point out that one of the 
Searsint directors is also on the 
board of Great Universal Stores, Ltd., 
a variety and furniture chain, which 
may conceivably afford a retail out- 
let for Sears goods. 


Schendorf Resigns 


Howard Schendorf has _ resigned 
from the copy staff of Henri, Hurst 


& McDonald, Inc., Chicago. 


Jesse Matteson, 
Ex-Agency Head, 
Dies Suddenly 


Chicago, Sept. 19.—Jesse F. Mat- 
teson, who brought some of the de 
mocracy of the sports world, in which 
he was widely known to the adver- 
tising field as president of the Mat- 
teson-Fogarty-Jordan Company, Chi- 
cago agency, died in Chicago Sept. 
14 at the age of 57. He was ill only 
a few days. 

Mr. Matteson entered newspaper 
work on the old Chicago Chronicle 
after his graduation from Northwest- 
ern University in 1901, later joining 
the Chicago, Evening American, of 
which he became sports editor. 

In 1907, he entered the advertising 
profession with the formation of his 
own agency. He was among the first 
to insist upon the value of an organ- 
ization, even in this highly competi- 
tive field, and assisted in the forma- 
tion of the American Association of 
Advertising Agencies. It in turn 
honored him in 1920 by electing him 
president. 

Mr. Matteson was a prolific writer 
and contributed heavily to the adver- 
tising journals during his career. 

In 1932, he disposed of his interest 
in the agency, W. A. Jordan becom- 
ing president. After that time, Mr. 
Matteson traveled widely, making a 
trip around the world, one to Hono- 
lulu and several to Florida. 


Perry and Gellatly 
Added to WOR Staff 


Nelson R. Perry and Wm. B. Gel- 
latly have been appointed to the local 
sales staff of WOR, New York. 

Mr. Perry was advertising manager 
of Liberty for the past 11 years under 
both the Macfadden and Chicago 
Tribune regimes. Prior to that he 
was New York State manager for the 
Saturday Evening Post. 

Mr. Gellatly, formerly a sales rep- 
resentative for Columbia Broadcast- 
ing System, has also had consider- 
able experience as an advertising 
representative for New York and 
Chicago newspapers and as an agency 
man. 


All New York 


is just a step from the 


HOTEL 
MONTCLAIR 


“The truly American Hotel with 
American Traditions" 


Lexington Ave. at 49th St., N. Y. C. 


Have more money left for sight seeing. 
Stay at the Montclair ... one of New 
York’s newest and largest hotels. Con- 
venient to the Grand Central Zone, 
world’s smartest shops, theatres, Fifth, 
Madison, Park Avenues, Radio City. 
There are 800 outside rooms—light, 
airy and cheerful. Courteous service 
for all your needs. P 


Only $2.50 


for an outside room with bath, shower 
and radio. $3.50 for a double room. 


co e 
Casino Montclair 
Gay and beautiful. 
Dine—Dance inexpensively. 
Dinner from $1.25—Luncheon from 65c. 
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G & W FEATURE 
WINCHELL COPY 
IN NEW EFFORT 


Detroit, Mich., Sept. 20.—As a re- 
sult of a successful test last spring 
in several markets, including Buf- 
falo and Detroit, Gooderham & 
Woits, Ltd., whiskey maker, has 
launched a nation-wide newspaper 
campaign featuring copy written by 
Walter Winchell, New York column- 
ist. 

Papers in 25 cities are now carry- 
ing the copy and it is planned to 
add to the list as rapidly as pos- 
sible. The advertisements are 600 
lines each and insertions are once 
weekly. Fletcher & Ellis, Inc., is 
the agency. 

A photo of Walter Winchell, with 
the headline, ‘“‘Walter Winchell tells 
you ‘Why to go where!’”, features 
each advertisement. Text begins, 
“And listen Mr. and Mrs. America 

. here are some okay spots to 
visit when you're grabbing brass 
rings (or rails) on the night life 
merry-go-round!” 

There follows a list of three local 
bars or restaurants recommended 
for drinks or foods, in the Winchell 
idiom. None of these endorsements 
carry mention of the Gooderham & 
Worts products. 

Between the endorsements, how- 
ever, and separated from them by 
rules, is copy for G. & W. bottled- 
in-bond whiskies, Star blended 
whiskies and Primrose rye. In none 
of the copy does the columnist di- 
rectly mention G. & W. products. 
Testimonials are rather to the re- 
tail outlets. 

The entire advertising expense is 
borne by the manufacturer. 


Old Amsterdam Roof 
Gets Mutual Air Show 


Renamed the Mutual Radio Play- 
house, the former NBC Times Square 
Studio, or as it was known prior to 
that, the New Amsterdam Theater 
Roof, will be utilized by the Mutual 
Broadcasting System for broadcast- 
ing the weekly “Good Evening Sere- 
nade” of United Cigar Stores Dela- 
ware Corporation, starting Oct. 1, and 
featuring Isham Jones, Loretta Lee 
and the Eton Boys. 

The playhouse will be restored, 
both from the standpoint of decora- 
tion and broadcasting equipment, and 
made available to other Mutual 
clients. 


to Smile Again 


Moser & Cotins, Inc., New York, re- 


cently appointed for advertising of|dress students during the term in- 
Ostermoor & Co., Inc., is preparing |clude Courtney Savage, director of 


Kelvinator to 
Open Drive on 
Electric Range 


Detroit, Mich., Sept. 19.—-Kelvina- 
tor Corporation will launch an ag- 
gressive educational, sales promotion 
and advertising program for the 
Kelvinator electric range, H. W. 
Burritt, vice-president in charge of 
sales, declared this week. 

Plans for an intensive campaign 
for the product were delayed until 
the company was certain that the 
product was right, and until the 
company could determine what fu- 
ture place Kelvinator might have 
in the electric range market, Mr. 
Burritt explained. 

For the past year, Kelvinator has 
marketed its range through its own 
branches and a few of its distribu- 
tors. 

S. V. Alltmont, manager of the 
Kelvinator liquid cooling depart- 
ment, will become manager of the 
newly formed electric range divi- 
sion of the company on Oct. 1, Mr. 
Burritt announced. 

Geyer, Cornell & Newell, Inc., 
agency newly appointed on the Kel- 
vinator account, is making plans to 
service the account from its new 
Detroit office, which will be located 
on the seventh floor of the New 
Center Bldg. 

Eva McPherson has been named 
head of the home economics depart- 
ment and the Kelvin Kitchen of Kel- 
vinator Corporation, succeeding 
Polly Peacock, resigned, S. C. Mit- 
chell, director of Kelvinator adver- 
tising and sales promotion, has an- 
nounced. For the past two years 
she has been engaged in developing 
sales promotion plans for utility 
outlets in the South. 


Drug-Medic Men 
Observe Anniversary 


The Pharmaceutical Advertising 
Club, New York, celebrated its first 
anniversary at a meeting in the Hotel 
Pennsylvania last week. 

Election of officers will be held in 
October. At the anniversary meet- 
ing, two scientific motion pictures 
were shown by C. Carroll Adams, 
Davis & Geck. Ordinarily, round 
table discussions under direction of 
committee chairmen on medical jour- 
nal advertising, direct mail, sampling, 
convention exhibits and other me- 
diums, are held. 


N. Y. U. Offers Course 
in Radio Writing 

New York University is offering a 
practical course in dramatic radio 
writing under the direction of Ber- 
nard Blatt, author of several radio 
series. 
Writers and producers who will ad- 


AID a wide-awake manufacturer recently 
“T have come to Montreal to get the inside 
story of this French Canadian market. Any 
group of people, who spend as much as the’ 
French of the Montreal Market District — 
$6,000,000 a week or thereabouts,—represents 
concentrated buying power. I want to get a 
clear picture of this market, so that I can reach 
it effectively !” 


Taking with him a man long resident in Mon- 
treal, one familiar with the rural and outside 
districts, he disappeared for a few days and here 
is roughly what he said on his return. “I have 
made what to me are two great discoveries. 
First, there is no real difference between French 
people and English people as consumers, other 
than that of language! 


“Your friend—mine, too, now—took me up one 
street and down another—in street cars, busses 
and taxis—to hockey games, concerts and pic- 
ture galleries—in department stores and spe- 
cialty stores — out to railroad yards and fac- 
tories, then out into the country. My decision 
is that the only difference is the obvious one, 
language. 


“My guide took me along a charming middle 
class residential street and asked me to pick out 
the English homes. I could see no difference, 
so made a guess, and said that there were no 
French in that particular street. 


“Then he marched me into the grocery store 
(French) at the corner. I bought a pack of 
cigarettes and soon learned that three-quarters 
of this grocer’s trade was French. 


(Naturally, French people ask for what they want 
in their own language. In this case, three out of four 
customers ordered in French, though there was 
little or nothing to indicate by the appearance of the 
customer which language would be used.) 


“In any case, French or otherwise, they were 
buying package goods and trade-marked articles 
just as in other stores throughout Canada. 


WPHEN, in the big department stores, we 

walked slowly by the counters, picking up 
scraps of talk as we passed—enough to recog- 
nize which was the mother language, English 
or otherwise. I could only guess which language 
we might hear. 


“The general appearance of the customers was 
as familiar to me as the people in my own town 
and it seemed strange to hear them place their 
orders in French. Towards the end, I would 


a national campaign on Ostermoor in-|dramatics and continuity of Colum- guess a customer was French, only to hear her 


nerspring mattresses. 


bia Broadcasting System; Robert 


The Ostermoor lady, trade-mark | Caldwell, continuity director of J. speaking my own language. And neither dress, 


famous for 80 years, will again make | Walter Thompson Company, Ine. and 
her appearance in national publica- 


tions. 


Tale” on WOR. 


1939 D 


Your main interest, of 


us ear ore 


AME 


really modern 


The Same Spelling... but a 


You guessed it... the word is... SERVICE 


How would you like to have a dime for every time it 
has been used in Advertising Age? 

Yep—many “suppliers” in many lines—have long 
known its Websterian correctness—many have long 
known its sincere interpretation in practise. Among 
them, sir, kindly number P. & A. 


it—but test is absolutely certain to prove that we 


serve Thirty-Fivedly. Every modern pro- 
duction facility is here for you— backed by a 


Partridge & Anderson Company 


Electrotypes - Nickeltypes - Stereotypes - Matrices - - 712 Federal Street, Chicago 


efinition! 


course, is not in how we do 


desire to hold your business. 


Alonzo Deen Cole, author of ‘“Witch’s 


deportment or face gave any indication of ‘lan- 
guage.’ And so it went — at the show and 
games and out in the rural towns—I got a real 
cross section picture of the District—and I cer- 
tainly intend to get my goods to the French 
consumers. And why should I hesitate? They 
buy the same as anybody else—the same kind 
of goods—no need at all to change the product 
—merely the language in which you make the 
appeal! 


Entree to the FRENCH homes 


The EXPERIENCE of 
ONE MANUFACTURER ! 


NA FOW for my other discovery !—not infal- 

lible but sufficient for all practical purposes. 
“The French home is the home into which the 
French newspaper goes. My advertising in the 
French newspapers carries my message into 
these homes. 


“Simple, is it not, and really obvious, but it took 
this personal investigation to give me a clear 
picture of the situation. If you had stated that 
fact boldly to me at our first meeting, it would 
have been just as true but I couldn’t have 
grasped it as I do now.” 


In these days of competition for markets no one 
can afford to underesti- 
mate this Montreal Mar- 
ket District. 

Sooner or later, merchan- 
disers’ efforts will be as 
keen for the French trade 


Any manufacturer who 
feels he cannot accept 
these findings without 
mental reservation 
would be well advised to 
make a personal investi- 


gation. There is big 
as they are elsewhere. business represented by 
Now is an excellent time ‘¢ French buying 


power, and to realise the 
full possibilities, the 
manufacturer must first 
disabuse his mind that 
there is any material dif- 
ference between English 
and French consumers. 


to consolidate a position 
among French consum- 
ers, with the entrée pro- 
vided by newspapers that 
are a part of the French 
homes! 


French newspapers have a remarkable influence 
in the French homes—and here the difference is 
not only that of language. 


The French newspapers specialize in evety 
phase of life that especially interests the French 
Canadian, in addition to the regular local and 
world news. And it is in this French market— 


the Montreal Market District — reached by 
French newspapers, that $6,000,000 a week is 


MONTREAL Market District 


Population 1,996,255 ... 72.8% FRENCH 


The facts presented herewith are compiled from Government and other authentic sources by the 
Montreal La Presse as part of its service to manufacturers and others who wish to develop to the 
utmost the trade possibilities of this important section of Canada’s population. 
invited. For full information on marketing conditions write the Business Manager, LA PRESSE, 
(Canada’s French National Newspaper). Montreal, or 
William J. Morton Co.: Chicago Office: 410 N. Michigan Ave. 
S. L. Rees, 213 Metropolitan Bldg., Toronto, Ont. 
The Clougher Corporation, Ltd., 26 Craven St., London, W.C.2. 


Correspondence is 


New York Office: 200 Fifth Ave. 


YOU MAY BE STRONG ENOUGH IN ONE LANGUAGE, HOW ABOUT THE OTHER ? 
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14-O0X 20° 6” 


12°0« 17-0" 


Suites in a residential 
hotel that recommend 
themselves to account 
and other advertising 
executives who wish to 
live in the heart of New 
York's advertising dis- 
trict, one minute from 
152 agencies. Unusually 
large rooms, closets, 
windows (see floor plan). 
Note that suites have 
serving pantries and 
some have fireplaces. 

The Roger Smith res- 
taurant in The Winthrop 
serves club breakfasts 
beginning at 25c, lunch- 
eons from 50c and din- 
ners from 75c. 


Telephone Wickersham 2-1400 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE. 
NEW YORK CITY 


i 


"A ROGER SMITH HOTEL 


N.I. A. A. Apportions 


$300,000 


Budget for 


Conditioning Units 


Pittsburgh, Sept. 19.—-If the manu- 
facturers of the hypothetical prod- 
uct, Staykool air-conditioning units, 
were listening in today when ten 
representatives of various advertis- 
ing mediums and methods partici- 
pated in a battle royal at the N. I. 
A. A. convention for a share of the 
equally hypothetical $300,000 appro- 
priation to be used in Staykool pro- 
motion, they got an interesting and 
exciting picture of the function of 
the tools at the disposal of today’s 
advertisers. 

Newspapers, magazines, radio, di- 
rect mail, business papers, catalogs 
and directories, moving pictures, 
house organs, exhibits and public 
relations service were all presented 
to the industrial advertisers in im- 
pressive style by their respective ad- 
vocates. Many of the presentations 
showed remarkably careful presenta- 
tion, based on detailed studies of the 
potential market for the sale of air- 
conditioning equipment for commer- 
cial and industrial use. 

The jury, composed of Allan 
Brown, Bakelite Corporation; Keith 
J. Evans, Jos. T. Ryerson & Son, 
Inc., and R. E. Lovekin, R. E. Love- 
kin Corporation, reported this after- 
noon that their distribution of the 
appropriation has been made as fol- 
lows: 

How It Was Split 


Business papers, 33 per cent; di- 
rect mail, 25 per cent; reference 
mediums, one per cent; newspaper 


test campaigns, two per cent; motion 
picture films, five per cent; exhibits, 


three per cent; publicity, one per 
cent; external house organ, five per 
cent; internal house organ, one per 
cent; administrative costs, 15 per 
cent; miscellaneous and emergency 


requirements, nine per cent. 

In explaining the decision of the 
jury, Mr. Brown said that the ap- 
propriation had been used with spe- 
cial reference to the need for a flex- 
ible campaign, which could be spe- 
cialized to the definite markets chosen 
for development. The campaign was 
also based on a plant capacity of 
60,000 units, with gross sales bud- 
geted at $4,500,000, and with an ad- 
vertising charge of 7.5 per cent rep- 
resented by the appropriation of 
$300,000. 

Newspapers were not to be used 
in the initial campaign for the new 
product, he said, but test campaigns 
in one or two markets were provided 
for, with a view to employing the 
medium on a larger scale later. The 
desire for highly specialized pro- 
motion efforts, also explained the 
omission of general magazines and 
radio from the initial campaign. 

Robert L. Johnson, now on a leave 
of absence from Time, Inc., to do 
emergency relief work in Pennsyl- 
vania, presented the story of the 
magazines in soliciting the account. 
He did not ask that they be used ex- 
clusively, but suggested that direct 
mail and business papers be used 
first. The magazines would fit, how- 
ever, into a well-rounded campaign 
addressed to the executives who 
make decisions regarding the instal- 
lation of equipment such as air con- 
ditioning units, he said. 

Allen B. Sikes, Bureau of Adver- 
tising, American Newspaper Publish- 
ers’ Association, presented a care- 
fully prepared analysis of the news- 
paper story, backed by large-space ad- 
vertising appearing yesterday in the 
Pittsburgh newspapers on this sub- 
ject. He used charts prepared by the 
Frigidaire Corporation to show the 
market for air conditioning, based 
on climatic conditions in various 
parts of the country, and suggested 
a campaign running for various 
lengths of time in different sections. 
He also presented evidences of suc- 
cessful advertising for air-condition- 
ing products now appearing in the 
newspapers. 

H. J. Payne, executive vice-presi- 
dent of the Associated Business 


Papers, Inc., suggested the use of 
business publications to extend the 
dealer organization, and for direct- 
ing the message regarding the prod- 
uct to specifying factors like engi- 
neers and architects. Since the 
“profit market” represented by com- 
mercial installations was to be de- 
veloped, rather than the “comfort 
market” represented by domestic 
use, he urged the use of specific copy 
in specialized business magazines 
dealing with the profit possibilities 
in each commercial field. The low 
cost of the business paper in cover- 
ing specific markets, together with 
the market development represented 
by the editorial service of the publi- 
catiqns, was also stressed. 


Radio, 


E. P. H. James, advertising and 
sales promotion manager of the Na- 
tional Broadcasting Company, said 
that in spite of the fact that the 
broadcast medium is used principally 
to promote general consumer prod- 
ucts, many industrial advertisers 
have used it to advantage. Through 
it not only users, dealers and sales 
organizations would be reached, he 
pointed out, but also those who would 
demand air conditioning in the build- 
ings which they patronized. Radio 
is not an expensive medium, he said, 
but is available, through spot or 
chain broadcasts, to those whose ap- 
propriations are of moderate size. He 
told of the success of Johns-Manville 
and other industrial advertisers in 
getting direct leads for salesmen. 

A. J. Wilson, Audio Productions, 
Ine., urged that the product be 
brought to life through the combina- 
tion of action and sound in motion 
pictures. He suggested the use of 
company controlled circulation, with 
the film presented to groups of busi- 
ness men, conventions, exhibitions, 
ete. Air conditioning is news, he 
pointed out, and hence it would be 
easy to get audiences of live pros- 
pects to view such a picture. 

C. W. Ruth, assistant advertising 
manager of the Republic Steel Com- 
pany, told the story in behalf of ex- 
hibits, suggesting displays as supple- 
mentary to advertising, and pointing 
out that prospects are in a buying 
mood when they visit an industrial 
show. He explained the work of the 
Exhibitors’ Advisory Council in sup- 
plying information regarding worth 
while shows. 

William Buxman, McGraw- Hill 
Publishing Company, urged that cata- 
logs and directories be used as the 
order-getting machinery of the cam- 
paign, pointing out that while adver- 
tising would create desire. some 
other service must supply the details. 
After prospects are interested, they 
start looking up data, and it is in 
the business directories and catalogs 
that they would find it. The low 
cost of this service, he said, makes 
it possible to use it adequately. 


Movies Heard From 


Other Mediums Suggested 


Edward L. Bernays, well-known 
public relations counsel, said that 
the task of this type of service is 
to interpret the client to the public 
and the public to the client. Myriads 
of products and ideas are competing 
for the interest and dollars of the 
consumer, and a modern propaganda 
technique must be developed to 
create a favorable attitude toward a 
new product or company like Stay- 
kool. 

William Feather, Cleveland house 
organ specialist, said that he believed 
no external house organ should be 
used for a product like Staykool, but 
that an internal house organ, to 
stimulate the enthusiasm of the 
sales organization, should be in- 
cluded in the campaign. 

Homer J. Buckley, Buckley, 
Dement & Co., spoke for direct mail, 
and urged that in the first year of 
development the advertising should 
be directed to carefully’ selected 
markets, and that the company buy 


prospects and not general coverage. 
He presented a break-down of the 
Philadelphia market to show the 
exact number of prospects in each 
preferred classification, and said 
that similar analyses of the market 
in each area would enable a direct 
mail campaign to be directed to the 
logical prospects for Staykool. He 
presented some typical pieces in such 
a campaign, personalized to each 
type of prospect. 

In discussing the distribution and 
engineering phases of air condition- 
ing, Mr. Buckley said that many 
prospects have been discouraged by 
lack of uniformity displayed in the 
proposals of various manufacturers 
and distributors, and described work 
now being done in a test campaign 
to promote a certified bureau of heat- 
ing and air conditioning. 


Merchandising Campaign 
for New B. I. G. Group 


Better Independent Grocers, a 
newly formed group of some 200 Mil- 
waukee retail grocers, is planning an 
advertising and merchandising cam- 
paign directed by L. H. Ounsworth, 
former sales and advertising man- 
ager of E. R. Godfrey & Sons Com- 
pany, Milwaukee wholesaler, and 
sponsor of I. G. A. for southern Wis- 
consin. 

Weekly newspaper advertisements 
will be used, and it is planned to 
utilize field merchandising men in as- 
sisting member stores with merchan- 
dising suggestions. 


Indiana Farmer’s Guide 


Seeks Reorganization 


Indiana Farmer’s Guide, Hunting- 
ton, Ind., has filed a_ petition for 
reorganization in the United States 
district court, Indianapolis, under 
Section 77B of the Bankruptcy Act. 
Assets total $655,610.44, the petition 
stated, including circulation valua- 
tion of $460,000. Liabilities amount 
to $655,972.52. 

The petition further pointed out 
that a judgment of $37,000 had been 
granted against certain farm paper 
publishing corporations, but that 
nothing as yet has been paid on the 
judgment. 


Women’s Adclubs to 
Hold Conference 


The Interlake Conference of Wo- 
men’s advertising clubs, inaugurated 
last year, will be held this year in 
Toledo, Oct. 19-20. 

Women’s advertising clubs in De- 
troit, Cleveland, Buffalo, Milwaukee, 
St. Louis, Chicago, Philadelphia, New 
York, Grand Rapids and Toledo are 
expected to participate. 


Scripps-Howard Buys 


Cincinnati Station 
Scripps-Howard Newspapers have 
bought WFBE, 100-watt radio station 
of Cincinnati, and will take it over 
Oct. 1. ; 

The newspaper chain has also 
paved the way for entry into the 
Akron and Cleveland radio field with 
an application for wave lengths. 


Mouquin Goes National, 
Appoints New Agency 


Reorganized to obtain increased 
plant capacity and permit a more 
aggressive merchandising and adver- 
tising program, Mouquin, Inc., Brook- 
lyn, wine and liquor manufacturer 
and importer has appointed Mackay- 
Spaulding Company, Inc., New York. 

A national campaign is being form- 
ulated. Newspapers will be used at 
first, followed by outdoor and maga- 
zine advertising. 


Adclub C heiress Named 


Allyn B. McIntire, president of the 
Advertising Club of Boston, has ap- 
pointed the following committee 
chairmen: educational, Arthur M. 
Sherrill, Liberty; luncheon speakers, 
Robert P. Tibolt, sales manager, New 
England Coke Company; member- 
ship, Robert S, Elliott, S. D. Warren 
Company. 


Adwomen Hear Beck 


Thomas H. Beck, president of Cro- 
well Publishing Company, was the 
speaker at the first fall meeting of 
the Women’s Advertising Club of 
Chicago, Sept. 17. Mr. Beck described 
the efforts of Collier's to provide read- 
ers with fiction brief, newsy and easy 
to read, and outlined the routine fol- 
lowed in editing the paper. 


N. E. A. Launches Paper 


National Editorial Association, Chi- 
cago, has launched The National Pub- 
lisher, a monthly tabloid newspaper, 
printed in two to four colors, and de- 
voted to news of association activities 
and interests of non-metropolitan 
publishers and printers. It is edited 
by Gene Alleman, managing editor of 
the LaGrange, IIl., Citizen. 


Reincke-Ellis Expands 


Reincke-Ellis-Younggreen & Finn, 
Chicago, have taken larger quarters 
in the McGraw-Hill Bldg., their 
offices now comprising the entire 
eighth floor, with additional space on 
other floors. The layout, which in- 
cludes a new radio reception room, is 
completely air conditioned. 


Barnett at New Post 


Victor F. Barnett, managing editor 
for the past 15 years, has become na- 
tional advertising manager of the 
Tulsa, Okla., Tribune. Jenkin Lloyd 
Jones, column conductor of the 
Tribune, succeeds him as managing 
editor. 


--no unemployment---big 

Motors expansion. 

Janesville, Wisconsin 
_ Gazette - WCLO 
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154 E. ERIE STREET ° 


-WRIGHT. 


CHICAGO 


STOCK PHOTOS! 


We now have an entirely NEW 
file of UP-TO-DATE stock pho- 
tographs that will fit a thou- 
sand copy ideas. Let us know 
what subjects you want and 
we will send you a selection 
on our 10 day approval plan. 


SHIGETA- WRIGHT INC. 


154 EAST ERIE STREET _ 


INC. 
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BUICK SEEKING 
BEST ANNOUNCER 
FOR BIG FIGHT 


Chicago, Sept. 19.—Buick Motor 
Company’s broadcast of the Louis- 
Baer fight over an NBC network 
next Tuesday night will establish a 
new radio record for accuracy and ex- 
pertness, if preliminary preparations 
are an index. 

In scouring the field for announcers 
who are also authorities on the manly 
art of self-defense, Buick and NBC 
waved to their corners the men who 
are noted only for soothing voices 
and turned their attention principally 
to those who have been identified 
with sports reporting. 

Warren Brown, sports editor of the 
Chicago Herald and Examiner, and 
Hal Totten and Sen Kaney, of the 
radio world, were regarded as live 
prospects. To see just how each re- 
ported a fight, NBC called in a cou- 
ple of local boxers and had them put 
on a brief bout. Each of the candi- 
dates reported a round or so, records 


Dirigold Situation 
Explained to Dealers 


Although reorganization and re- 
naming of Dirigold Corporation, and 
its removal to Kokomo, Ind., was re- 
cently announced, ApvVERTISING AGE 
has been informed that Dirigold 
Metals Corporation, Barrington, II1., 
is notifying clients that it has suc- 
ceeded to all rights previously held 
by Dirigold Corporation, which was 
liquidated by order of United States 
district court, Indianapolis. 
Dirigold Metals Corporation, its let- 
ter states, now owns exclusive rights 
to processes, formulas, trade-marks or 
trade names of Dirigold and Aleo- 
bronze metals, as well as right to 
manufacture and sale. 


Features New Products 


Architecture, New York, is mailing 
to interested persons, some 28 pages 
from its September issue devoted to 


300 new products introduced by pro- 
ducers of building materials through- 
out United States since February, 
1934, some of which are likely, it is 
stated, to change the “whole course 
of building technique” over night. 


Freeman with “Forbes” 


C. M. Freeman, formerly with Good 
Housekeeping, has been made West- 
ern manager of Forbes’ Magazine, 
with offices in the London Guaranty 


50-word descriptions of more than’ 


38 Counselors, 
Directors Chart 
F.A.A.’s Course 


Chicago, Sept. 19.—A board of di- 
rectors of 16 and a senior advisory 
council of 22, in addition to the of- 
ficers, whose names were announced 
in ADVERTISING AGE last week, will 
guide the destinies of the Financial 
Advertisers Association during the 
coming year, F. A. A. headquarters 
here has announced. 

Members of the board are Roy H. 
Booth, Jr., National Shawmut Bank, 
Boston; E. R. Brown, Huntington Na- 
tional Bank, Columbus, O.; Stanley 
E. Clark, Estabrook & Co., Boston; 
Albert E. Elsted, First National 
Bank, St. Paul; A. R. Gruenwald, 
Marshall & Ilsley Bank, Milwaukee; 
Jacob Kushner, United States Trust 
Company, Paterson; J. Lewell Laf- 
ferty, Fort Worth National Bank; J. 
Blake Lowe, Equitable Trust Com- 
pany, Baltimore; 

John J. McCann, Jr., National Sav- 
ings Bank, Albany; Louise B. Moyer, 
Plainfield, N. J., Trust Company; 
Chester L. Price, City National Bank 
& Trust Company, Chicago; Paul P. 


pany; William G. Rabe, Manufac- 
turers Trust Company, New York; 
I. I. Sperling, Cleveland Trust Com- 
pany; G. L. Spry, Canada Trust 
Company, London; L. E. Townsend, 
Bank of America, San Francisco. 

On the senior advisory council are 
C. Delano Ames, Maryland Trust 
Company, Baltimore; A. E. Bryson, 
Halsey Stuart & Co., Chicago; Guy 
W. Cooke, First National Bank of 
Chicago; Ralph M. Eastman, State 
Street Trust Company, Boston; J. M. 
Easton, Northern Trust Company, 
Chicago; Fred W. Ellsworth, Hiber- 
nia National Bank, New Orleans; 
Stephen H. Fifield, Barnett National 
Bank, Jacksonville; A. Key Foster, 
Birmingham Trust & Savings Com- 
pany. 

M. E. Holderness, First National 
Bank, St. Louis; Robert J. Izant, Cen- 
tral United National Bank, Cleve- 
land; F. R. Kerman, Public National 
Bank & Trust Company, New York; 
E. H. Kittredge, Hornblower & Weeks, 
Boston; H. A. Lyon, Harold F. Strong 
Corporation, New York; A. G. Max- 
well, Citizens & Southern National 
Bank, Atlanta; W. R. Morehouse, 
Security-First National Bank, Los 
Angeles; Gaylord S. Morse, Terminal 
National Bank, Chicago; W. G. Mur- 
rah, First National Bank, Atlanta; 
Fred M. Staker, Commerce Trust 


Thomson, Washington Loan & Trust 
Company; Charles H. Wetterau, 
American National Bank, Nashville; 
E. B. Wilson, Edwin Bird Wilson, 
Inc., New York; J. E. Wright, Fidel- 
ity Trust Company, Pittsburgh. 


Edison Tries Posters 


on Emark Batteries 


Thomas A. Edison, Inc., is launch- 
ing its first poster advertising cam- 
paign in selected Eastern territories 
with the object of reaching automo- 
bile owners under actual driving con- 
ditions with messages of Emark bat- 
teries, made by one of its divisions. 

In adopting the roadside medium, 
the company is seeking a solution to 
the storage battery marketing prob- 
lem of influencing the buyer when it 
counts: usually in an’ emergency 
when a dead battery requires imme- 
diate replacement. Frank Presbrey 
Company, New York, is the agency. 


Edwards and Standard 


in New Service Program 
Edwards Motor Company, Milwau- 
kee, Dodge and Plymouth dealer, is 
advertising “Edwards service for all 
makes of cars as near as your Stand- 
ard station,” in a new tie-up with 
Standard Oil Company (Indiana). 
Car owners may leave their auto- 
mobiles at any Standard station in 
the city for servicing, and the com- 
pleted job is returned, either to the 


Chi- being made of their announcing. Bldg., Chicago. Pullen, Chicago Title & Trust Com-| Company, Kansas City, Mo.; Eliot H.| station or the owner’s home. 
Pub- Paul Gallico, the Eastern sports 
aper, writer, who is making a name for 
aa himself in the literary world, is also 
litan under consideration for the big bout. 
_— Commercials Short 
sie While all of this was taking place, ‘ 
word came from Flint, Mich., where YN 
's Buick was holding its first dealer ON 
— conference in five years, that com- =). 
rters mercial announcements during the ‘ 
their Louis-Baer fracas will be held to a 
ntire minimum. Criticism of the lengthy 
-e on commercials put on the air during a 
h 4 the Baer-Braddock fight, sponsored by ~ 3 3 Ss n 
m, 1s Gillette, was ascribed as the reason. g t b t g 
The radio networks are also groom- ou ve oO e as ro 
ing their football announcers for a € 4 
hard season by sending them to ay AMS O N >» " ' 
coaching schools, where they are ac- : t t S d d 
a quiring expert knowledge of the rules. as a! Oo @] : a am son 1 & 
the Advertisers and networks alike ¥ Ms, 
loyd have learned that no class is more : 
the critical of broadcasting than sports ie 
ging followers. Many big sports programs, 


involving huge expenuitures, have 
fallen flat because of the unfamil- 
iarity of the announcer with the 
game. The classic was established in 
Al Jolson’s calling of the Belmont 
Futurity several years ago, when he 
failed to recognize Singing Wood as 
the winner. 

The radio networks have not yet 
been able to dig up a baseball an- 
nouncer who has a speaking acquain- 
tance with the infield fly rule, it is 
asserted, newspapers maintaining a 
wide margin of superiority in sports 
reporting in general. This condition 
may be changed, if Buick’s approach 
to the problem is generally adopted. 


Ronson Campaign Starts 


Arts Metal Works, Inc., Newark, 
N. J., has launched a national cam- 
paign on Ronson lighters. Theme of 
the Series is “Always something 
new; for her, for him, for you,” and 
features a new combination lighter, 
cigarette case and compact for wo- 
men, the Penciliter and other new 
models. Intensity of the program 
will increase with the approach of the 
holiday season. 


New Rate for Macfadden 


Effective January, 1936, Macfadden 
P Women’s Group announces a rate in- 
crease to $3,600 a page and $9 a line, 
with an increase in circulation guar- 
antee from 1,800,000 to 2,000,000, the 
sixth such increase in 17-months. 


It takes size and resources and experience equal to Rapid’s to give 


you equal-to-Rapid Service. Rapid’s expanded facilities add to 


the justly famous national delivery system out of Cincinnati, local 
service from Rapid-owned plants in New York and California. 
Rapid’s extra quality is due to extra skill and completely modern 
plants. Rapid’s extra service to advertisers, large and small, is due 
to its extra facilities plus its extra efforts to please you. 
are not already a Rapid customer—next time try Rapid. 


If you 


is a talkie slide Film 
made by expert showmen 
eared to your selling objective 


Phone ore 
L die ‘ O 


incoln WIN 
4618 AGO 


To sell to hotels, use 


Hertel Monthly 


4 Member A. B.C. and A.B. P. 


Published by JOHN WILLY, INC. 
Merchandise Mart, Chicago 


THE ATLANTIC ELECTROTYPE AND STEREOTYPE CoO., 228E. 45TH ST., NEW YORK 
HOFFSCHNEIDER BROS., 500 HOWARD ST., SAN FRANCISCO AND 324 THIRTEENTH ST., OAKLAND 
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U. of C. Begins Night 
Advertising Classes 


College of Commerce, University of 
Cincinnati, has begun evening classes 
in the various branches of advertis- 
ing and marketing, including layout, 
copywriting and economics, as well 
as business correspondence and pub- 
lic speaking. 

Instructors include practical adver- 
tising men, and members of the day 
faculty of the university. 


Adwomen Hear Bijur 


George Bijur, director of advertis- 
ing and sales promotion of Columbia 
Broadcasting System, will speak at 
the season’s first dinner meeting of 
Advertising Women of New York, 
Sept. 24. “The Microphone Powders 
Its Nose” will be the subject of the 
talk, and will deal with the increased 
epportunities of women in radio. 


Tyson Men See Gain 


Greatly increased activity in the 
industrial field was forecast at a joint 
sales meeting of executive, contact, 
planning and production staffs of O. 
S. Tyson & Co., Inc., New York. Those 
attending are associated with the New 
York, Rochester and Philadelphia 
offices. Past activities and future 
plans of 34 clients were discussed 
during the four-day gathering. 


Editors to Meet 

Herbert U. Nelson, secretary of the 
National Association of Real Estate 
Boards, will be the speaker at the 
first fall meeting of the Business 
Editors Association of Chicago, Tues- 
day noon, Sept. 24. The meeting 
will be held in the quarters of the 
Chicago Federated Advertising Club. 


Pontiac Shifts Worden 


Howard T. Worden, assistant ad- 
vertising manager of Pontiac Motor 
Company, Pontiac, Mich., has been 
appointed head of a new department 
which will handle promotional activi- 
ties such as automobile shows, mo- 
tion pictures and other merchandis- 
ing ideas. 


SQUIBB PEACE 
PROGRAMS OFF 
TO GOOD START 


New York, Sept. 20.—While vari- 
ous efforts to dissuade Il Duce from 
pursuing his plan to invade Ethiopia 
are failing, possibly with the result 
that other world powers will again 
be plunged into war, E. R. Squibb & 
Sons this week launched a half-hour 
radio program dedicated to peace for 
the world. 

The plan is not to promote any 
single method of establishing world 
peace which Squibb might favor, but 
to encourage more thinking on the 
subject. Each program will have a 
prominent guest speaker, and these 
persons will be given the widest lati- 
tude in their discussion of ways to 
end wars. 

Advertisements of about 850 lines 
in all cities where the premiere pro- 
gram in the series was broadcast last 
night appeared in local newspapers. 
This represented a quick move, with 
telegraphed release of the copy. 
Geyer, Cornell & Newell, Inc., is the 
agency. 

Squibb officials feel that coopera- 
tion with World Peaceways, Inc., in 
fostering anti-war thought fits logi- 
cally into the Squibb institutional 
advertising plan. Previous institu- 
tional copy has discussed the mar- 
velous accomplishments of the medi- 
cal profession in the past and its 
contribution to human health and 
happiness. The Peaceways tie-up in 
effect moves the company from con- 
sideration of the past to thoughts of 
the future. 

There will be no product advertis- 


THE WEEK’S NEWS ~—As Printed by 


~ ‘TIME 


The Weekly Newsmagazine 


To the swiftly moving, 
highly tensed audience of 
the cities, Time brings the 
week’s news in a_ terse, 
abridged, piquant form. 


To the less hurried, calm- 
minded audience of the 
small towns and _ villages, 
Grit brings the same news 
in a form not so rigidly 
abridged, sbut.:nevertheless 
easily assimilated by small 
town families. 


Grit gives space to all of 
the news that’s important, 
the news that’s interesting, 
the news that’s informative, 
the news that’s diverting or 
entertaining. In these things 
small town families display 
a lively interest. 


Since they are also inter- 
ested in their homes and 
children, Grit prints a 
wealth of practical house- 
hold helps, including cook- 
ing, needlework, child wel- 
fare. 


GRIT Reaches Over 500,000 


And because they like good, 
clean fiction, every issue of 
Grit includes a thirty-two 
page Story Section contain- 
ing two serial stories and 
several short stories by well 
known authors. 


For all of this, more than 
half a million small town 
families gladly pay 5c a 
week for Grit (that’s $2.60 
a year)—the highest price 
to the reader in the small 
town field. 


Building steadily and care- 
fully for over fifty-three 
years, Grit has won a fol- 
lowing unique in its loyalty 
and responsiveness. To na- 
tional advertisers this fol- 
lowing represents an impor- 
tant and profitable sector of 
the small town market. 


GRIT PUBLISHING COMPANY 
Williamsport, Pa. 
Member A. B. C. 


Small Town Families Weekly 


ing in the broadcasts. Credit lines 
in the script will say in effect that 
the series is broadcast by E. R. 
Squibb & Sons in cooperation with 
World Peaceways, Inc., or vice versa. 
The gist of Squibb’s thought in fea- 
turing the movement is summarized 
in the newspaper announcement on 
the first broadcast: 

“For centuries medical science 
dreamed a dream . that man 
should live a richer, fuller life, that 
disease with all its suffering, should 
be banished from the face of the 
earth. 

“Medical science pressed forward. 
Victory followed victory. Today, that 
ideal draws nearer to fulfillment. 

“But forces of destruction still 
oppress the world. War still tramples 
upon life. 

“The House of Squibb is in the 
business of saving life, and enrich- 
ing life with health. It is natural 
for us to hold to the aspiration that 
there shall be no more war. 


One Cent Per Product 


“We believe that if the voice of 
the radio, speaking in millions of 
homes, would reveal to men and 
women the power they hold—the 
people would lift their voice in a 
solemn pledge of support for all 
our President, our Congress, can do 
to keep war from this country, to 
lead the nations of the world to- 
ward the light of mutual tolerance 
and understanding.” 

Between 51 to 56 stations will be 
used, key station being WABC on 
the Columbia network. The series 
will run for at least 13 weeks, pos- 
sibly longer. 

During this period, Squibb will 
devote one cent from the sale of 
every one of its products to the 
work of World Peaceways. There 
is no resulting change in Squibb 
retail prices. 

Putting this program on the air 
does not affect the Squibb budget 
for newspapers and magazines, ac- 
cording to agency executives. As 
a matter of fact, by the end of the 
year, it is likely that Squibb will 
have spent more in these mediums 
than previously arranged. 

The program is known as “To 
Arms—For Peace.” Senator Wil- 
liam E. Borah, talking from his 
home in Boise, Ida., was the first 
guest speaker. Lucrezia Bori was 
the guest artist. Deems Taylor was 
master of ceremonies and Howard 
Barlow’s orchestra and a chorus 
supplied music. 

Each broadcast will follow a 
similar outline. Deems Taylor and 
Howard Barlow will appear regu- 
larly throughout the series, while 
different guest speakers and artists 
will appear on each succeeding 
program. 


Thornton, Wentzel Shift 


Fred R. Thornton, former art di- 
rector of Aubrey, Moore & Wallace, 
Inc., has been appointed art director 
of Henri, Hurst & McDonald, Inc., 
Chicago. 

Walter W. Wentzel, formerly of the 
Henri, Hurst art staff, has succeeded 
Mr. Thornton at Aubrey, Moore & 
Wallace. 


Bon Ami Names Davison 


A. E. Davison, Jr., has resigned as 
vice-president of McCann-Erickson, 
Inc., to become vice-president and 
general manager of Bon Ami Com- 
pany, New York. His agency work 
as account executive of Bon Ami will 
be assumed by E. O. Perrin, a vice- 
president of McCann-Erickson. 


Names Burns-Hall 


Burns-Hall Advertising Agency, 
Milwaukee, has been appointed ad- 
vertising counsel for Heat Control 
Corporation, Milwaukee. Plans call 
for a schedule in newspapers and 
business papers, with radio to follow. 
Headquarters of the agency have 
been moved from the sixth to third 
floor at 757 N. Broadway. 


Appoint C. H. Rickard 


Carroll H. Rickard, a member of 
the organization for several months, 
has been named space buyer of 
Larcher - Horton Company, Provi- 
dence, R. I. 


To “Wall Street Journal” 


William Ogg Fitzgerald, former art 
director of Detroit News, has been 
named art director of Wall Street 
Journal, New York. 


POINTS NEED FOR 
MORE ASSISTANCE 
TO DISTRIBUTORS 


Pittsburgh, Pa., Sept. 19.-——- The 
manufacturer who skims the cream 
off the market and then blames the 
distributor for not producing volume 
business cannot hope for good re- 
sults in the industrial field, asserted 
J. B. McKibbin, manager of indus- 
trial distribution of the Westing- 
house Electric & Mfg. Company, who 
addressed the National Industrial 
Advertisers Association today. 

One of the ten commandments of 
industrial distribution suggested by 
Mr. McKibbin is that the manufac- 
turer be sure the market potential 
justifies the enthusiasm of the dis- 
tributor. The latter should know 
exactly what portion of the market 
is his, and should be protected and 
encouraged in its development. 

“One of the greatest mistakes in 
dealing with distributors,” said Mr. 
McKibbin, “is regarding them as cus- 
tomers. They are not customers, but 
only channels for the distribution of 
your products to users. Salesmen 
should be less interested in getting 
‘orders’ from distributors than in 
helping their personnel to develop 
knowledge and enthusiasm for your 
product.” 


Winning Bigger Place 


Another point emphasized in his 
brass-tacks discussion of industrial 
distributor relationships, which the 
speaker said are becoming more im- 
portant because of the greater place 
now being won for this factor in 
industrial selling, is that the dis- 
tributor should be chosen for his 
sales contacts. He knows his in- 
dustrial community far better than 
the manufacturer, while he can 
easily be taught the technical de- 
tails regarding the line. 

Mr. McKibbin made some vigorous 


onslaughts on the type of adver- 
tising sales promotion material us- 
ually supplied the distributor by the 
manufacturer. Most of it is prod- 
uct advertising, in which the service 
and importance of the distributor are 
not mentioned. Mr. McKibbin showed 
samples of advertising which his 
company supplies, and in which the 
distributor is featured rather than 
the manufacturer. 


Much Indirect Buying 


In addition to the jobber and the 
dealer, who supplies a localized, non- 
technical service in connection with 
shelf products, Mr. McKibbin empha- 
sized the growing importance of the 
industrial agent, the term he uses 
to designate the electrical contractor 
specializing in industrial mainte- 
nance service. He has a tremendous 
working knowledge of the conditions 
in his local industries, and handles 
application, installation and main- 
tenance work for them. 

“The recent McGraw-Hill survey of 
industrial buying habits in Roches- 
ter,” continued Mr. McKibbin, ‘“em- 
phasized the importance of the dis- 
tributor, because more than 50 per 
cent of the manufacturers were 
shown not to be buying direct. The 
important thing in selling is to re- 
member that it is how the customer 
wants to be served, rather than how 
you would prefer to distribute your 
products, that counts.” 


Wider Distribution Needed 


There is a delfinite necessity for 
greater industrial distribution. Ad- 
vertising, plus the recommendations 
of power company salesmen, he said, 
are ineffective if the products are 
not available through local distrib- 
utors’ stocks. 

Mr. McKibbin devoted considerable 
attention to the question of the per- 
sonnel of the manufacturer in charge 
of building up distribution. Since 
the spectacular order handled direct 
is not involved, the work requires di- 
rection of a promotional type, with 
constant, unremitting effort directed 
to building up enthusiasm on the 
part of the distributors’ sales organ- 
ization, so that a steady, consistent 
stream of business may be produced. 


With as much modesty 
as I can manage, I venture 
the assertion that I have 
prepared and directed the 
preparation of more Grade 
A copy—in more different 
lines of business, than any- 
one else. 


Having definitely and for 
the second time, quit the 
advertising agency business 
—this time finally and for- 
ever, I now offer my per- 
sonal services in copy writ- 
ing, problem analysis, plans 
and counsel, to advertisers, 
advertising agents, publish- 
ers, printers and to those 


18 East 48th Street 


Copy 


Probably there are as many copy writers in 
this country as there are taxi-cabs in New York. 
All of them think they are pretty good—and a few 
of them are from fair to excellent. Top notchers 
are hard to find. I know, because I have employed 
sO many writers with varying capabilities—some 
of whom, with training, have become stars. 


Charles Austin Bates 


who are not now advertis- 
ers, but who would like to 
be, if they could find a 
sound plan, which can be 
tested certainly and at mod- 
erate cost. I particularly 
like to be consulted about 
direct mail—used exclu- 
sively, or as part of a gen- 
eral advertising plan. 

My fees are moderate 
enough to discourage no- 
body. 

Booklet ‘““‘WHAT’S 
WRONG WITH ADVER- 
TISING?” — free to execu- 
tives—others, if truly polite, 
will send 6 cents stamps. 


New York 
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ADVERTISING AGE 


25 


Classified 
Advertising 


The rate for this department is 40 
cents a line (nct agate line); mint 
mum, $2. 


POSITIONS WANTED 


CREATIVE MAN 
(PLAN—COPY—LAYOUT) 


Prolific, rapid-fire producer with 
good 15-year record. Not a fancy 
background, but one of down-to-earth 
advertising experience where small 
appropriations had to show big re- 
sults . . . in dollar-profits. Writes 
copy of proved sales-making calibre 

. makes layouts and knows more 
of production detail than most copy 
men .. . has a personality easy to 
live with in the office and O. K. for 
contacts too. Age 38; married. Box 
626, ADVERTISING AGE, Chicago. 


With advertising agency, letter or 
print shop, or similar. Creative, ex- 
ecutive ability. Rewriting, research. 
Other editorial, advertising work. 
Collaboration. Address Box 632, Ap- 
VERTISING AGE, Chicago. 


PUBLICATIONS WANTED 


Publication wanted by representa- 
tives covering middle west with of- 
fices in Chicago and Cleveland. Thor- 
oughly experienced and now repre- 
senting leading trade magazines of 
its field, but we can handle another 
paper. Box 630, ADVERTISING AGE. 


PHOTO-OFFSET 


ECONOMIZE!! Reproduce Sales 
Letters, Price Lists, Bulletins, Testi- 
monials, Diagrams, Illustrations, etc. 
600 copies $2.50; add’l hundreds 20c. 


Cuts unnecessary. Samples. Laurel 
Process, 480 Canal St., New York 
City. 


For a Product That Needs 
Selling Ability 


For a Company That 
Needs Sales Leadership 


An Exceptional Sales 
Executive is Available 


This man has increased a na- 
tional sales organization from 
1,800 to 4,000 producers since 
1932. Under his leadership, sales 
zoomed and selling expenses fell. 
Between January, 1932, and Janu- 
ary, 1934, he reduced selling ex- 
penses over 66% annually. Since 
1932, he increased the average 
down payment per unit sale over 
100%, the percentage of cash 
business to total business 200% 
and reduced repossessions 40% 
annually. 


Here is an unusual opportunity 
for a company with a product 
that has possibilities, but no sales 
organization, or a company with 
a sales organization that needs 
new blood, skilled direction and 
more volume at lower sales costs. 


Age 40 — College Graduate; 
skilled in financing and general 
management. Proof of sales re- 
sults, organization and managing 
ability and complete history will 
be furnished to interested parties. 


Available October first. Will con- 
sider organizing own sales or- 
ganization to market meritorious 
specialty. 


Address Box 631, Advertising Age 


Newspapers Get 
Six Directors 


On A.B.C. Board 


(Continued from Page 1, Col. 2) 


25 to 27 members. The advertisers 
are to have 12 and the advertising 
agencies, three directors. The num- 
ber of newspaper directors is in- 
creased from four to six, and other 
publisher groups continue as at pres- 
ent with two directors each. The 
newspaper directors are to be chosen 
upon the basis recommended by the 
newspaper committee.” 

On this point the A. B. C. board 
said that the matter of selecting its 
board members should be left to the 
newspaper division. 

“Thirteen members of the board 
will constitute a quorum, and the 
board will prepare and maintain as 
the formal minutes of its meeting a 
more complete digest of its proceed- 
ings. 

“The proposal that no directors can 
serve more than two terms has been 
dropped. 

“Provision is to be made in the 
by-laws that, except by unanimous 
consent of the directors present, no 
changes in the rules or by-laws are 
to be voted upon by the directors un- 
til the meeting following that at 
which they are introduced. 

“Changes in established auditing 
practice are to become effective only 
upon the approval of the board and 
with reasonable notice to the mem- 
bership. 

“The newspaper committee made 
it clear that its criticism of the Bu- 
reau’s accounting practice was di- 
rected solely at the incompleteness 
of the information furnished to the 
membership as to the Bureau’s finan- 
cial situation. It was agreed that 
future financial statements will be 
prepared in the interest of greater 
clarity along the lines recommended 
in the committee’s report. It was 
recognized that the differences in the 
financial statements of Bureau re- 
sults arose from the application of 


_|two different theories of accounting, 


one held by the committee and its 
accountants, and the other by the 
Bureau’s accountants, Arthur Young 
& Co. The latter system has been 
declared by Haskins & Sells to be in 
accordance with sound accounting 
practice. 

“Representatives of the conferring 
committees will give further study to 
the question of the proposed schedule 
of dues. 

“It was agreed that a majority of 
the board’s budget committee will be 
directors representing publishers. 

“Other proposals involving combi- 
nation sales, arrearages and other 
details affecting auditing practice 
were referred to the membership di- 
visions for discussion at the conven- 
tion. 

“Full endorsement was given to all 
efforts to raise the standards by 
which circulation is measured in or- 
der to qualify as paid, and it was 
agreed that, in so far as practicable, 
uniformity as between types of audit 
reports and standards for paid cir- 
culation are desirable.” 

At the meeting of the board of di- 
rectors, Chrysler Corporation, Detroit, 
and International Business Machines 
Corporation, New York, were elected 
to membership in the advertiser clas- 
sification, while Lee Burnett Com- 
pany, Inc., Chicago, was elected to 
membership in the agency classifica- 
tion. 

Two newspapers and two business 
papers were also elected. They are 
the Mercury Register, Oroville, Cal., 
Daily News, Newton, Ia., and Amer- 
ican Brewer and Modern Brewery, 
both of New York. 


C. H. Ravell, Expert 
on Bank Copy, Dead 


Charles H. Ravell, 61, veteran ad- 
vertising representative for newspa- 
pers, died in Chicago suddenly Sept. 
15. He was formerly Western adver- 
tising manager of the American 
Bankers Association Journal. 

Mr. Ravell was an expert on bank- 
ing and wrote two books on that sub- 
ject. While he formerly served as 
Western advertising representative 
for a number of large newspapers, he 
confined his service in recent years 
to the New York Sun and St. Louis 


Globe-Democrat. 


The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Sept. 24 
Buick Motor Company. Baer-Louis 
fight. Tuesday, Sept. 24 only. Starts 
at 10 p. m., EDST, over NBC-WJZ- 
WEAF combined coast-to-coast net- 
work, Canada, and Honolulu. Orig- 
inates at New York. 


vy¥s*y’ 

Sept. 25 
General Foods Corporation, for 
Log Cabin syrup. New. “The Log 


Cabin.” Wednesday, 10 to 10:30 p. 
m., New York time, over NBC Red 


network. Originates at WEAF, 
New York. Agency, Benton & 
Bowles, Inc., New York. 

. FF F 

Sept. 29 


The Better Speech Institute of 
America, for English study courses. 
New. “Words to the Wise.” Sunday, 
3 to 3:15 p. m., EST, over NBC Blue 
network, coast to coast. Originates 
at Chicago. Agency, Auspitz & Lee, 
Chicago. 

vv¥sesy 

Ford Motor Company. Renewal for 
fall. “Ford Sunday Evening Hour.” 
Sunday, 9 to 10 p. m., EST, over 
92 stations of coast-to-coast NBC 
network. Originates at Orchestra 
Hall, Detroit. Agency, N. W. Ayer 
& Son, Inc., New York. 


Spratt’s Patent, Ltd., for dog and 
fish food. New. “Albert Payson 
Terhune Dog Dramas.” Sunday, 
4:15 to 4:30 p. m., EST, over five 
stations of NBC-Pacific Coast net- 
work, originating at KPO, San Fran- 
cisco; also Sunday, 5:30 to 5:45 p. 
m., EST, over four stations of Mu- 
tual Broadcasting System network. 
The program will be fed to WLW 
only from 3:45 to 4 p. m., EST. 
Agency, Paris & Peart, New York. 

7, F F 

Gulf Refining Company, for Good 
Gulf gasoline. New. “The Great 
American Tourist.” Featuring Phil 
Baker. Sunday, 7:30 to 8 p. m., 
EST, over 58 stations of CBS net- 
work. Agency, Cecil, Warwick & 
Cecil, New York. 

>. = 

The Radio Corporation of Amer- 
ica, for radios and radio tubes. New. 
Sunday, 2 to 3 p. m., EST, over 55 
stations of NBC Blue network, coast 
to coast and Honolulu. Originates 
at WJZ, New York. Agency, Lord & 
Thomas, New York. 

+. F F 
Sept. 30 

John H. Woodbury, Inc., for 
Woodbury’s powder and facial soap. 
Renewal. “Dangerous Paradise.” 
Monday, Wednesday and Friday, 
7:45 to 8 p. m., EST, over 22 sta- 
tions of NBC Blue network. Origi- 
nates at WJZ, New York. Agency, 
Lennen & Mitchell, Inc., New York. 

a A 

Libby, McNeill & Libby, for Lib- 
by’s evaporated milk. New. “Og, 
Son of Fire.” Monday, Wednesday, 
Friday, 5:45 to 6 p. m., EST, over 
12 CBS Eastern stations, and from 
6:15 to 6:30 p. m., EST, over CBS 
stations in Chicago, Kansas City, St. 


Louis and Des Moines. Originates 

at Chicago. Agency, J. Walter 

Thompson Company, Chicago. 
vvy 


Delaware, Lackawanna & West- 
ern Coal Company, for Blue coal. 
New. “Vanished Voices.” Monday 
and Wednesday, 5:35 to 6 p. m., 
CST, over 11 stations of CBS net- 
work. Originates at WABC, New 
York. Agency, Ruthrauff & Ryan, 
Inc., New York. 

vv¥$gy 

American Home Products Corpe- 
ration, for Kolynos’_ toothpaste. 
New. “Hammerstein’s Music Hall.” 
Monday, 8 to 8:30 p. m., EST, over 
21 stations of NBC Red network. 


Originates at WEAF, New York. 


Agency, Blackett-Sample-Hummert, 
Inc., New York. 
vvy 


American Home Products Corpo- 
ration, for Kolynos toothpaste. New. 
“Just Plain Bill.” Monday to Fri- 
day, 11:45 to 12 noon, EST, over 29 
stations of CBS coast to coast net- 
work, and from 8:45 to 9 a. m., PST, 
over Don Lee Broadcasting System. 
Originates at WABC, New York. 
Agency, Blackett-Sample-Hummert, 
Inc., New York. 

vvwy 

American Home Products Corpo- 
ration, for Jad salts. New. “Mrs. 
Wiggs of the Cabbage Patch.” Mon- 
day to Friday, 11:30 to 11:45 a. m., 
EST, over 11 stations of CBS net- 


work. Originates at WABC, New 
York. Agency,  Blackett-Sample- 
Hummert, Inc., New York. 

7.2. ee? 


R. B. Davis Company, for Coco- 
malt. Extension of contract. “Buck 
Rogers.” Monday to Thursday, 5 
to 5:15 p. m., CST, with rebroadcast 
6 to 6:15 p. m., CST, over 16 sta- 
tions of CBS network. Originates 
at WABC, New York. Agency, 
Ruthrauff & Ryan, Inc., New York. 


vvy 
Procter & Gamble Company, for 
Ivory soap. New. “The O’Neils.” 


Monday to Friday, inclusive, 3:45 
to 4 p. m., EST, over NBC Red net- 
work. Originates at WEAF, New 
York. Agency, Blackman Advertis- 
ing, Inc., New York. 
vvy 
Ralston Purina Company, for ce- 
real. New. Monday, Wednesday and 
Friday, 5:30 to 5:45 p. m., EST, 
over 16 stations of NBC Red net- 
work. Originates at WEAF, New 
York. Agency, Gardner Advertising 
Company, New York. 


Becomes Official Journal 


The New York Physician, New 
York, has become the official journal 
of Physicians’ Equity Association of 
America. 


Associated Oil to 
Broadcast 80 Games 


A preliminary schedule of 80 major 
Pacific Coast football games to be 
broadcast under its sponsorship this 
year has been released by Associated 
Oil Company, San Francisco. Asso- 
ciated has presented sport broadca3ts 
for ten consecutive years. 

The broadcasts will again feature 
an admonition to “go to the games.” 
The contests to be broadcast were se- 
lected following a poll of some 500,000 
fans. 


Eppens Smith Appoints 

Eppens Smith Brokerage House, 
New York, has appointed the New 
York office of Blackett-Sample-Hum- 
mert, Inc., for advertising of Holland 
House coffee. New York metropoli- 
tan newspapers will be used. 


FOR 43 


CONSECUTIVE 
MONTHS ... 


Philadelphia’s department 
stores have placed more 
advertising in the Evening 
Ledger for 43 consecutive 
months than in any other 
evening newspaper. Since 
1932 the Evening Ledger 
has published a greater vol- 
ume of Total Display, Re- 
tail and Department Store 
advertising than any other 
Philadelphia newspaper, 
including tHose published 
seven days a week. 


PHILADELPHIA 


EVENING 
LEDGER 


Newspapers 


and Magazines 


vs. 


zz = a 


of 


WHICH IS 


BETTER? 


There’s a way for advertisers to reach both eye and ear at 
the same time, effectively and at small cost. 


The Newest in Advertising 


Just getting under way and meeting with success, proven by facts 


and figures. 


(Rates per reader and hearer remarkably low.) 


One Minute Movies 


No skipping the page; no tuning out. Percentage reached 99.9% (the 
.001 represents the part of the audience that is asleep.) Wedged into 
the entertainment like a front page reader vs. inside display space. 


Everybody interested in any phase of advertising will surely want to 
be posted on this latest development in publicity. To realize the sur- 
prising fullness of sales message in a sixty second movie flash, see the 
films of some of the prominent advertisers using this medium. Write 


for details. 


GENERAL SCREEN ADVERTISING, INC. 
™\ WRIGLEY BUILDING CHICAGO, ILL. 


 Sell—through these 2 appeals at once! 


“ i ee 
935 FC C“‘;is‘éCid a = ‘ | 
: — a —_ ——— ————— us 5 
] } } | ‘_ 
iver- o 
| us- 4 
’ the ae 
prod: - 
rvice + 
r are 
owed 
2a SRE: PAN A BOLDNESS te Rts. 
his ORE Re eR ROR: | tics. 
| the s 
than " 
eee oi 
eC . 
= ‘ 
ae : s 
ae 
ee 
om . 
a ee 
ares 
Pant esas ay 
oe, 
} ies 
a Bae x ak 
Bane ae 
ve ey 
ne “ane 
St aie 
| ei 
| oe i z + 
| a 
——————<$<$<$<€<€<EeEeSoooaeee ee | F ‘ 
Sean | a 
ee | uae oe 
1 ai ae ok: 
ae ” 
7 ee 
- - ey aie 
———— Ze ee eee 
ae pS ap oeeae 
anaemia st 
eee 
aimee oe a ea eet e 
eee ee etc ae er 2 al hae ‘ eee Ps Pee a 
— = ON ——_—_———S ag weigh as via pi - an e , ict 4 a i i 
‘a 7" Au ot ae OS, age me ie 
RR ee eR A I RO ING ECL AE Set OE et jo Beek Bret 5 Rian aks Fe es s Saag peel a: 
: me ~ PS SSG i ane: 4 we? ad 1 fae ae 
an *e ~ * “ee ‘ st ee J tee eg 
| = 7 ss Pt) : mS ne ey a Pages eee 
ae mee ES gigantea cones 
i — ia a Z eee Seen 
5.8 ny Bre ait 4 2 hase * Pee ro, 
ee his ie oa Noa) foe on ae ae tale as re 
—. : es eee ar nas Te 
| ye EES he éar HEARS ee 
Be Si 
i . 
| || ~ 
| 
| | PO P| 
‘ | 
| 
| 
| ll 
> 
ee | 
: _ 
| a 
| 
‘ 
: Po 
‘ 
, 
y Es 
aor ~~ 
. ; > a 
ee & ae 
a. 4 
J bt * 
; 3; i 
eer Re a | ————————————OlDw aa ew 
: yea Se aeoman ia et ous 2 ee Rr he air oe tent 2 OST: IN MOY RG RMP STS FC ci ACRE MES 2 Soc ES ras ey Sg oe Tet hs ae re Sang ee ar jhe AOR esas hae eae. 4 te ye, 
ree 2 a iene ta ted ce See re ee ee ae i ee seme Nr Mee aie oh lee note Si Odes] ee, Sie ly A icy a een el ead eee aoe siat dae Lae eee BO aie ea Be ss sae a 
Mee Ci ee eh eet Piecink Tae eases . \ rochenetgre 1 CNN pad ieee ae Share eet) en Sa Rio eS Skat ie a em Se eB ne be dees Yet pres ewe le! fae pe i AA eek tee Ye ie SSN A Me a ete PE don aie aide Tina een ae are i, tent oe ie Phd RAR eh nce ca SR, aur Oe eae iy Lae cs BEN se Se aly Se ae 
ge eI had a Ree ek a ORS Mae Cafe ha eaten ea I 2 pegs ees el ee ie eh ae 2" me a Sera ig FPS Seed pe SEL Pe ha eg Ee ies ene a pee ee coe ae eal eee sae ha Las ~ & Te rr oun seals P's 1 ie ry, Lex nten SAY pert exe ba a ee ome ay. Ri Pia gos ah sre, Laie ere ewe ae he Ree ae he ies i vt 


26 


ADVERTISING AGE 
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NALA. HOLDS 
BIGGEST MEET 
IN ITS HISTORY 


(Continued from Page 1, Col. 3) 
General Electric Company, Schenec- 
tady, N. Y., who was given a certifi- 
cate of honorary membership. 

Other new officers are J. R. Kear- 
ney, Jr., J. R. Kearney Corporation, 
St. Louis, first vice-president; Wil- 
liam E. McFee, American Rolling 
Mill Company, Middletown, O., sec- 
ond vice-president; D. Clinton Grove, 
Blaw-Knox Company, Pittsburgh, 
third vice-president; Frank O. Wyse, 
Bucyrus-Erie Company, Milwaukee, 
secretary-treasurer. 

Directors Chosen 


Directors chosen were: E. S. Law- 


son, Foxboro Company, Boston; 
Stuart G. Phillips, Dole Valve Com- 
pany, Chicago; George Mathews, 


Lunkenheimer Company, Cincinnati; 
E. B. Bossart, Bailey Meter Company, 
Cleveland; A. J. Andrews, Bucyrus- 
Erie Company, Milwaukee; Charles 
McDonough, Combustion Engineer- 
ing Corporation, New York; A. O. 
Witt, Schramm, Inc., Philadelphia; 
H. V. Jamison, American Sheet and 
Tin Plate Company, Pittsburgh; C. 
C. Tapscott, McQuay-Norris Com- 
pany, St. Louis; Theodore Marvin, 
Hercules Powder Company, Wilming- 
ton, Del., representing members at 
large. , 

The exhibit of industrial advertis- 
ing, consisting of 190 panels, in- 
cluded displays by leading adver- 
tisers throughout the industrial field. 
Prize winners in five classifications, 
with honorable mentions following, 
were announced today as follows: 

Machinery, Link-Belt Company, 
Pittsburgh Rolls Company, Pang- 
born Corporation. 


IT TAKES MONEY TO BUY 


Of the 17 million readers of fifteen 
of the best-known general maga- 
zines, 11.4% live in the 12 least 
prosperous States. Of the 595,503 
readers of National Sportsman and 
Hunting & Fishing, only 5.8% live 
in the 12 least prosperous States. 


Such firm control of circulation is 


bound to mean better-than-average 
results for advertisers. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston NewYork Chicago Atlanta 


ADVERTISING 
MEN 


Convenient to ali advertising cen- 
ters. Within 1 block to Radio 
City, Roxy, Capital, and many 
other theatres. 1,000 cheerful 
rooms, each with bath, radio, serv- 
idor and iced water. Daily rates 
from $2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street 


NEW YORK 
When making reservations, mention 


Apvertisinc Acz 


Metals, Republic Steel Corporation, 
John A. Roebling’s Sons, Acme Steel 
Company, 

Tools and equipment, B. F. Sturte- 
vant Corporation, Westinghouse 
Electric & Mfg. Company, J. R. Kear- 
ney Corporation. 


Power plant equipment, Elliott 
Company, Crane Company, Super- 
heater Company. 

Materials, Bakelite Corporation, 


New Jersey Zinc Company, Hercules 
Powder Company. 


Urge Completion of Handbook 


Among the resolutions adopted at 
the closing session this afternoon 
was one urging completion of the 
industrial market data handbook 
which has been in preparation by the 
Department of Commerce. A _ spe- 
cial appropriation of $50,000 for this 
purpose was urged on Congress. 

The afternoon session included 
discussion of government coopera- 
tion with industrial marketers by 
O. C. Holleran, of the Department of 
Commerce, and Roland G. E. Ull- 
man, Philadelphia, whose committee 
has promoted the market data hand- 
book project. 

The morning session was devoted 
to a discussion of mediums. C. J. 
Stark, Penton Publishing Company, 
Cleveland, and T. C. Fetherston, 
Union Carbide Company, New York, 
discussed editorial evaluation, while 
greater use of circulation audits was 
urged by Frank L. Avery, Controlled 
Circulation Audit, and Ralph Leaven- 
worth, Westinghouse Electric. 

A symposium on “Influence of Im- 
proved Design on Marketing Strat- 
egy” was the high-light of the first 
day’s session. Indications from a 
number of important fields of the 
important effect which the design 
of new products has had in opening 
wider avenues for sales were 
stressed in the introduction of the 
subject and the speakers by L. S. 
Hamaker, vice-president of the Ber- 
ger Mfg. Company, Canton, O. 

Mr. Hamaker pointed out that the 
object of redesign is improved per- 
formance or improved sales appeal, 
and not a merely academic desire 
to make the product more beautiful. 

Most established designers, he 
pointed out, provide a thorough-go- 
ing engineering service as well as 
design for improved appearance. He 
suggested that architects, who are 
artists as well as engineers, might 
well add a consulting service for 
manufacturers to their activities. 

“The design field,” said Mr. Ha- 
maker, “has been invaded by a cer- 
tain number of crystal-gazers who 
cannot deliver. Many manufactur- 
ers are extremely naive on artistic 
matters, as witness the develop- 
ment of ‘streamlining’ for numerous 
products not in motion. 


Must Study Function 


“The good designer doesn’t offer 
a design until after he has studied 
the function of the product; then 
he develops new sales appeal 
through the development of new 
utility. Improvements which have 
been made in many standard prod- 
ucts show the advantage of obtain- 
ing the skilled outside viewpoint. 
Manufacturers have learned by ex- 
perience that better design makes 
sales easier.” 


In describing the research which 
made possible the development of 
lighter materials for transportation 
and thus has already revolutionized 
the thinking of many railway execu- 
tives, Edward G. Budd, president of 
the Edward G. Budd Company, Phil- 
adelphia, observed that the taste of 
the day is the correct taste for the 
purpose. 

‘We want things to look good to 
us,” he said, “and therefore the best 
that men with artistic sense can do 
is to lead their generation, without 
getting too far ahead of the proces- 
sion.” 

The remarkable savings in opera- 
tion due to reduced weight of loco- 
motives and trains employing the 
new and lighter materials developed 
by his company have opened the 
way for great improvements in rail- 
way operation, he declared. The 
lower transportation costs which 
will thus be made possible will stim- 
ulate travel and restore much of 
the passenger traffic which has been 
lost in recent years by the railroads. 

“People have an unlimited desire 


to travel,” he added, “and increased 
passenger revenues may be won by 
the railways without necessarily re- 
ducing the volume of travel by 
other means.” 

That tall buildings may be erected 
now with improvements in design 
and operation afforded by new ma- 
terials and methods which will en- 
able them to compete successfully 
with older buildings which have been 
scaled down as to capital values 
was the somewhat sensational dec- 
laration of Ely Jacques Kahn, New 
York architect and fellow of the 
American Institute of Architects. 

“New buildings which include 
equipment for air-conditioning,” he 
asserted, “and which have complete 
water systems, modern high-speed 
elevators and the numerous other 
advantages which can be incorpo- 
rated into structures erected now 
can compete with older buildings, 
because they offer so much more 
to the tenant than he can get in 
the somewhat obsolete office build- 
ings now in use.” 

Mr. Kahn said that the pre-fabri- 
cated house is coming, and that 
standard bathrooms, standard parti- 
tions, the elimination of “mudwork” 
and much painting on the job, by 
having the work done at the fac- 
tory, will soon be generally em- 
ployed. Radiators are on the way 
out, he predicted, in favo of heat- 
ing and air-conditioning equipment 
located in the floors. 


Cooperation Essential 


Industrial designers, advertising 
agencies and manufacturers must 
work together to make the most of 
new designs, said Lurelle V. A. 
Guild, Lurelle Guild Associates, New 
York, who spoke on “The Design 
of Household Equipment.” 

“Acceptance by the consumer and 
increased utility must come before 
beauty,” he said, in outlining the 
function of the designer. ‘Worth 
while new designs create news for 
the consumer, and therefore give 
new opportunities for successful ad- 
vertising and merchandising.” 

There is no reason why manufac- 
turers should gamble with new de- 
signs, Mr. Guild said. They can be 
thoroughly pre-tested among  dis- 
tributors and users before being 
put into production, so that capital 
investments for new tools and 
equipment will not be made unless 
it is known in advance that the 
product will be successful. 

Indicating that the public is some- 
times slow to take hold of new 
ideas, Mr. Guild said that a survey 
among people who saw the new 
types of homes at the world’s fair 
showed that the things they were 
most impressed with were twin 
beds, Venetian blinds and air condi- 
tioning. 


Better Times Are Here 


Eighty-five per cent of a group of 
machinery manufacturers surveyed 
by Frederick W. Heitkamp, general 
sales manager of Lyon Metal Prod- 
ucts, Inc., Aurora, Ill., have rede- 
signed their products, he said in dis- 
cussing redesign as it has been ap- 
plied to the machinery field. 

Better times are here, and alert 
manufacturers are ready with new 
products, he declared. He described 
the remarkable improvements made 
in many types of machine tools 
exhibited at the recent Cleveland 
exposition, and said that similar 
improvements have been made by 
manufacturers in other machinery 
fields. 

“The object of redesign,” he 
said, “is to give the buyer more 
value for less money.” 

“Improved design,” he concluded, 
“not only creates new interest in 
the product on the part of the sales- 
men, and new enthusiasm in push- 
ing for sales, but it provides new 
copy appeals. It enables the adver- 
tising manager to establish a defi- 
nite promotion plan, and to im- 
prove the effectiveness of advertis- 
ing immensely.” 


Adman’s Place Discussed 

Forrest U. Webster, manager of 
merchandising sales, Cutler-Ham- 
mer, Inc., Milwaukee, spoke on the 
increasing importance of the adver- 
tising manager as part of the gen- 
eral management and marketing 
strategy of his company. 

“The advertising manager,” said 


Mr. Webster, former president of 
the N. I. A. A., “is a vital factor in 
those companies which recognize 
that sales and advertising are of 
equal importance with manufactur- 
ing.” 

He suggested that advertising 
managers set up their objectives 
definitely, and then be prepared to 
prove with field surveys that they 
have been reached. 

Another practical suggestion 
which he offered was that advertis- 
ing executives spend a considerable 
time on the road, studying the prob- 
lems of selling at first hand. Then 
their copy will tell the same type 
of story presented by the salesmen, 
and will be put to greater use by 
them. 


Weir Launches Blast 


E. T. Weir, chairman of the board 
of the National Steel Company, 
Pittsburgh, delivered a vigorous at- 
tack on the policies of the new deal 
in his address at this morning’s ses- 
sion. In discussing “The Next Step 
for Business Men,” he urged manu- 
facturers to participate actively in 
politics, so as to insure the selection 
of Congressmen and others who op- 
pose centralization of power over 
business. 

His attacks on the present admin- 
istration in Washington were sec- 
onded by Clinton L. Bardo, presi- 
dent of the National Association of 
Manufacturers, who defended the 
machine age and its contributions 
to the community as a whole. 

The luncheon Wednesday was in 
honor of the 197 new members 
elected since the 1934 convention. 
Boston is a new chapter, and 
Youngstown, O., and Detroit are or- 
ganizing. 

A preliminary report on industrial 
advertising budgets, presented for F. 
O. Wyse, Bucyrus-Erie Corporation, 
by H. P. Sigwalt, at the Thursday 
afternoon session, showed that ad- 
vertisers in this field have main- 
tained their appropriations in pro- 
portion to sales volume. During the 
low point of the depression, percent- 
age allotments for advertising were 
increased. 


In 1929 the advertising expenditure 


was 2.30 per cent of sales; in 1930, 
2.38 per cent; in 1931, 2.68; in 1932, 


2.71 per cent; in 1933, 2.17 per cent; 
in 1934, 2.28 per cent, and in 1935, 
2.34 per cent. 

The business volume expressed in 
percentage of plant capacity against 
which the advertising ratios were 
established, is also indicative of the 
decline and increase in industrial 
sales during the depression period. 
In 1929 it was 95.45 per cent of ca- 
pacity; in 1930, 80.26 per cent; in 
1931, 55.65 per cent; in 1932, 35.82 
per cent; in 1933, 38.88 per cent; in 
1934, 49.09 per cent, and in 1935, 
55.63 per cent. 


Distribution Changed 


The distribution of the advertising 
budget has shown considerable 
change according to the report, 
which reflected a decline in the rela- 
tive amounts used for business paper 
advertising. In 1929 it was 46 per 
cent of the total, and in 1935 30.16 
per cent. 

The next highest figure was for 
catalogs, etc., 16.21 per cent in 1935, 
as compared with nine per cent in 
1929. Direct mail was 14.02 per 
cent in 1935, against 13 per cent in 
1929; house organs jumped from two 
per cent in 1929 to 5.22 per cent in 
1935. Conventions and exhibits in- 
creased from four per cent in 1929 to 
6.06 per cent in 1935. 

Other percentages in the 1935 
budget: annual condensed catalogs, 
3.2: art work and engravings, 6.38; 
advertising to general public, 2; edi- 


torial publicity, 0.76; motion pic- 
tures, etc., 1.41; administrative ex- 
pense, 10.51; miscellaneous, 3.46. 


Arthur Walsh, deputy administra- 
tor of the Federal Housing Adminis- 
tration, made an enthusiastic report 
of the revival of home moderniza- 
tion and home building induced by 
the FHA program, and detailed sales 
increases among many classes of 
building material manufacturers re- 
corded through utilization of the 
idea. Loans under the FHA plan 
now total over $323,000,000, he said. 

Mr. Walsh said that a new booklet, 
“Modernize for Profit,” is about to be 
released by the FHA, detailing the 
plans for industrial modernization 
under which a manufacturer may 
borrow up to $50,000 for the purchase 
of equipment, repaying the loan in 
five years. 


year. 


READ YOUR OWN 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


No Other Service like it. 
$1 a year—Fifty-two issues! 


Use the coupon! 


Advertising Age, 100 E. Ohio St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


HOW IT WAS DONE 25 YEARS AGO 


One of a series of illustrations made by Gilbert B. Seehausen, Chi- 

cago, for Wheeling Steel Corporation's advertising in "Fortune." 

This “way back when" farm kitchen, in authentic detail, was set up 
in the photographer's studio. 


DETROITERS SAY FAREWELL TO EARL HYDE 


When Earl Hyde left Detroit to become New York branch manager for General 
Outdoor Advertising, 646 Detroiters staged a surprise banquet for him at the 
Recess Club. At the speakers’ table here are Ralph Bozelle, Mr. Hyde, James 
Strasburg, Frank Riley, E. M. Zuber, outdoor advertising director for Campbell- 
Ewald Company, and W. J. Mattimore, general manager of MacManus, John & 
Adams. In the foreground are Harold VanDeusen, Continental Lithograph (al- 
most invisible in the left corner), R. A. Stouffer, Outdoor Advertising, Inc., and 
Edward McCammon, McCann-Erickson, Inc. 


GUIDE FINANCIAL ADVERTISERS' AFFAIRS 


IT'S A PLEASURE 


PLASTER 


+ 
9 


wick Kelef 


Pin / 


This life-size reproduction of a girl 
applying a Johnson & Johnson 
corn pad is designed for pasting 
on dealers’ windows. It was cre- 
ated by Einson-Freeman Company. 


Right—This Lecor merchandiser, keeping 

its costly essences bolted against shop- 

lifters, enables sampling, without mixture 

of scents, merely by shifting the atomizer 

bulb from one to — of the ten 
es. 


LOWER EXTREMITIES APPEAR IN NEW ROLE 


These legs and feet, photographed by Lazarnick, will adorn one 

of a series of advertisements now in preparation for the depilatory 

tere of O. D. C. Corporation. The campaign, which is being 

andled by Dorland eee _ York, has not yet been 
scheduled. 


SOLVING THE PERFUME SELLING PROBLEM 


New officers of the Financial Advertising Association, photographed at the con- 
clusion of the convention in Atlantic City. Standing, left to right, Preston Reed, 
executive secretary; George O. Everett, Utica, third vice-president; |. |. Sperling, 
Cleveland, retiring president; and Fred W. Mathison, Chicago, treasurer. Seated 
are Thomas J. Kiphart, Cincinnati, first vice-president; Robert W. Sparks, New 

York, president; and William H. Neal, Winston-Salem, second vice-president. the 


Float which R. Wallace & Sons Mfg. Company, Wallingford, Conn., entered in the local parade celebrating 
state's tercentenary. (Letter on Page 10.) 
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_— thought they had gauged sales 
opportunities closely. 

A year before, an advertisment which 
ran exclusively in the Chicago Tribune 


had pushed sales of this women’s cloth- 
ing chain 150% above 1933. 

They now had to beat the record! 

They estimated the market, stocked a 
line of smart frocks, again ran a half- 
page advertisment in the Tribune—ex- 
clusively. 

What happened? 


The two 20-foot State Street stores 
clocked an attendance of over 9,000 cus- 
tomers. And were sold out at 4 o’clock. 
All neighborhood stores were jammed. 
One was forced to close four times dur- 
ing the day in order to give service to 
those inside. 

1934’s all-time high was exceeded 
by 28%! 

To get a first-hand demonstration of 
advertising in operation—sales response 


in the raw, check Chicago’s retail stores 
when they launch a major promotion in 
the Chicago Tribune. Clock, as the 
stores themselves do, the niagara of re- 
sponse that pours through aisles and 
sweeps shelves clean. 

Advertising in the Chicago Tribune 
has produced for a single store on one 
day as much business as done by all 
retail stores in cities such as Albany, 
Hartford or Jersey City. 

Each of several Chicago stores spend 
in the Chicago Tribune on a single day 
as much as some general advertisers 
spend in all Chicago media in a year! 

Why? 

Because experience has demonstrated 
that the Chicago Tribune has the in- 
fluence and volume of circulation that 
enable them to get the full sales volume 
available in this market. 

Ask a Tribune representative—or 
your advertising agency—to give you 
the complete story. 


Over 645,000 families in 
Chicago and suburbs alone 


Because it ys out better, retail 
advertisers during the first 8 months 
of 1935 placed 1,262,342 more lines 
of advertising in the Tribune than 
in any other Chicag paper. 
General advertisers placed 737,316 
more lines in the Tribune than in 
any other Chicag 


paper. 
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read the Chicago Tribune 
on week-days. his is 
244,000 more families— 
60% more—than read any 
other Chicago daily news- 
paper. The Tribune is 
Chicago’s first newspaper 
—in editorial rank, in vol- 
ume of circulation, in vol- 
ume of advertising. It de- 
livers to the advertiser 
more circulation — and 
more response—than any 
other Chicago paper. And 
does so at a general daily 
milline rate lower than 
that of any other Chicago 
newspaper. 


} 


Territory 404,901 33% 

374,366 31% 
months’ 

Lliakbamee 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


NEWSPAPER ADVERTISING IS POINT-OF-SHOPPING ADVERTISING 


Tne Chicago Tribune has more circulation delivered to the 
home by official carriers than all other Chicag 
combined. 


papers 
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